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SENSATIONAL 


... DY 
alaymaker 


PIONEER IN 
PADLOCK PACKAGING 


PULL-OUT 
TAB FOR 
HANGING 








Let the See-Pack make more money for you. 
Slaymaker's colorful boat encased in a clear plastic 


sleeve has revolutionized padiock merchandising. 
Tests prove that See-Packed locks outsell similar 
locks as much as five to one! 


Words can’t describe its ‘‘take-me-home” appeal 


. its durability .. . its versatility. You have to 
see it to believe it. So order Slaymaker’s See- 
Packed locks now and watch your profits grow! 


MOST VERSATILE PADLOCK PACKAGE ... 








IN CARTON ON WIRE RACK ON PEGBOARD 


... ANA NOW 
slaymaker 
padlocks 


Ale 
GUARANTEED 
OR 


A FEW OF SEE-PACK’S 
MANY ADVANTAGES 


@ Eye-appealing 
Sales-compelling 
Versatile 
Saves shelf space 
Keeps locks clean 
Easy to open 


Slaymaker 


LOCK COMPANY 
LANCASTER, PA., U.S.A. 


SEE-PACK DOES TOP SELLING JOB 


WORLD'S LARGEST 
PRODUCER OF 
BRASS PADLOCKS 





IN OPEN BIN OR 
ON SHELF 














© COSTS LESS 
\ THAN IMPORTS 


AND GUARANTEED BETTER 


. . . because they’re precision made, hardened and tempered 
throughout, under rigid atmospheric and electronic control. 


Upland engineered-automation entirely offsets low Japanese 
and European starvation wages. 


... assures you lowest price plus highest uniform quality, and 
full employment for American workers. 


Say “©” to imports and “YES” to “UPLAND”. 
Make Upland your headquarters for pliers, hex keys and 
wrench sets. Call vour jobber todav. 


New improved 61,” slip joint 
plier. Available also in 8” and 
10” in all grades and finishes. 
Lists from $.45 to $1.00. 
Complete line of hex keys and 
hex key sets from 7 pcs. to 18 
pes., packaged in plastic and 
pilfer-proof pouches. Lists 
from $.19 to $1.39. 
Four and five piece open end 
wrench sets; clip and skin 
packaged. Can retail as low 
as $.99. 
NEW" Metric hex key sets for 
foreign cars and machinery. 
Lists from $.75 to $3.50. Open 
stock available. 

WRITE FOR NEW CATALOG +11 
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Season’s 


MEME VENE VENI VEU EV YUE 


ocreetings 


BSE KE 


We wish to thank wholesale 
hardware distributors and 
hardware dealers for their 
strong support during 1960. 
We look forward with full 
confidence to a prosperous 


1961. 


The Yale & Tov e Man ufacturing Company 
Lock & Hardw > Din 
v Yo 


White Plai ag “ 


Want more facts? Circle 101, p. 35 
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THE COMMBIAN VISE & MFG. CO. 


1s proud and grateful... 


-..and we pledge to do 
everything in 
er 2” Our power to 


aot of the pi, continue 
National WholesaleHardware Assocation . to 8 lve the finest 
possible service to hardware 


Whereas it is the desire of The National Wholesale Hardware wholesalers and their dealers. 


Association to recognize Manufacturers who through their policies 
and practices have contributed substantially to the improvement of 
the Manufacturer - Wholesaler- Retailer relationship and 





Whereas, in the opinion of the Membership of The National: 
Wholesale Hardware Association 


The ColumbianVise and Mfg.Co. 


is to be commended for its sales policy, its interest in more orderly¢ 
distribution,and its advettising,all of which the Associationcx x2 
considers of immeasurable value to Wholesalers and Retailers, and 


Whereas, the Membership has accordingly nominated this firm 7 | Q © ¢ A W | 
ag one to be considered in making the Award selections, ; A R 1) * 
Therefore, Be It Resolved, by the Committee on Wholesale I H E. N AT I0 N AL W 


Distribution of The National Wholesale Hardware Association after H , : 
tully considering the names of Manufacturers nominated by theoxz29 ARD W A R F 





HOLESALE 
ASSOCIATION 


D TO THE 


UMBIAN VISE ¢ MFG. Co. 


Membership, together with the reasons given for such nominations, that 
The Columbian Vise s Mfg.Co. be selected as a most worthy recipient : 
of the 1960 Award. € OL 





gt fy esident 
Cfigirman, Gomimiftee on Wholesale Distribution 


IN APPRECIATION 
R- CONTRIBUTIO 
'MPROVEMENT o 
CTURER-WHOLESay 


OF 
N TO THE 
F THE 


| ER+ RETA] 
RELATIONSHIp se 


THE] 





MANUFA 


Awards presented to Columbian 
at the 1960 Nationa] Wholesale 
Hardware convention. 





COLUMBIAN -.. the world’ 


made in America by American 


s finest VISES and LEVELS are 





craftsmen. 
THE COMUMBIAN VISE 
Want more & MFG. CO. Cleveland 4, Ohio 
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Editorial 


by W. A. Phair 


Some Christmas thoughts 


When this issue reaches you, you will be on the threshold of the 
hectic, confusing, busy last two weeks of the Christmas season. 


No doubt the store will be open later than usual. You'll be very 
tired each evening when you reach home, and possibly a little short 
tempered. Fill-in shipments from your wholesalers will be slow in 
coming in; sickness will keep you short-handed on sales help; the 
printer will be late in delivering that last promotion piece. 


In short, you will be facing many aggravations; everyone will seem 
to be conspiring to ruin your disposition and your health. At least it 
will appear this way to you. 


This is indeed a strange way to approach the holidays, when joy 
and peace of mind are supposedly the dominant themes. But, in 
retrospect, the holidays have always been like this and there is no way 
of avoiding this excitement, outside of getting into another business. 


When you are up to your neck in this busy rush, it may be a little 
difficult to appreciate the real meaning of the season. But, in whatever 
quiet moments you may have, you will understand, | am certain, that 
there is truly a happy, joyfu! aspect to this Christmas season. 


One such aspect to this year’s holidays is the fact that you are still 
in business (making a profit, we hope) despite the predictions of past 
vears that the independent merchant is doomed to extinction. 


Another cause for pleasure during the holiday is that despite the 
business uncertainties that developed after mid-year, the holiday sales 
volume is holding up very well. 


I think that if we gave it a few moments thought, we could all put 
down quite a few reasons for feeling that this is indeed a happy season, 
despite the headaches of the moment. 


We, of Hardware Age, have had much the same sort of year as you. 
We always share in your problems and your triumphs. When we look 
back, we can find many reasons for feeling that this year has been 
most meaningful and significant. As we enter this holiday season we 
find many reasons for being joyful and for understanding the deeper 
meaning of these Christmas holidays. 


And it is in this true spirit of the holiday season that we all join 
together . . . the editors, the circulation staff, the research department 
and the sales staff .. . to wish every one of you a holiday full of the 


true joys of this Christmas season. 


Despite the day to day problems, which sometimes loom much bigger 
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Editorial 


continued 





than they really are, this is still a pretty wonderful world and there 
are many wonderful people in it. 


Clean-up time... 


The week between Christmas and New Years is used by many dealers 
to take inventory. Orders for Hardware Age Inventory Sheets are ap- 
proaching a peak, as dealers prepare for this annual task. 


This inventory taking is very important. Its result tells the final 
story of the profitability of the year’s operations. It will also tell you 
where you’ve made mistakes, if you’ll take the trouble to study the 
figures. 


Inventory taking should be more than just a counting of stock for 
tax purposes and for balancing out a P&L statement. It should be an 
occasion for appraising your buying practices and for spotting dead 
stock or slow movers. 


Dealers frequently write us, complaining that it is difficult to hit 
upon a good January promotion. It would seem to me that a January 
clearance sale would be an ideal solution to the two-fold problem of 
cleaning out last year’s mistakes and for attracting business. 


Some stores do have a January sale, but they often buy specials to 
spark it and leave their own dead items sitting in stock. It would seem 
to make more sense to use these slow movers as the basis for this type 
of sale. 


All of us make mistakes from time to time; this is human. The 
tragedy comes when a man refuses to admit to an error and compounds 
the consequences by not correcting it. 


In the course of running a store, you are bound to make some errors 
of judgment in your buying. This should turn up in the inventory 
counting. When these mistakes come to light, correct them as soon as 
possible. Sell them out for whatever they will bring. Don’t waste money 
and space by nursing them, hoping that a miracle will occur. Such 
miracles seldom happen. 


When you put these dead items out for clearance, you release space 
and money that can be used for faster moving merchandise. 


A clean inventory is one of the keys to profits in retail store opera- 
tion. The only way to keep an inventory clean, is to get rid of the dead 
wood promptly. 


So when you take your inventory count this year, be on the alert for 
slow movers. Mark them; pull them out and get rid of them. If you 


do this, you’ll be starting the new year off right. 
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"SATELLITE 


MODEL [1% 


its NEW 
STREAMLINED 
“Out of this World !” 


This BRAND NEW key duplicating machine , 


will cut cylinder and automotive keys .” 


AUTOMATICALLY - So simple, . 


? 
¢ 


anyone can operate it and make -*  KEIL 


¢ 


»¢ LOCK CO., INC. 
pertect keys. ¢ 


o CHARLESTOWN, N. H. 
7 


. PI d | 
Compact too — uses less than o ease send complete 


f ' f£ ' ¢ information on your NEW 
qa square roor or counrer space. é 6 ” 
a MADE IN SWITZERLAND P ¢ SATELLITE key machine 


You'll love it when you see it! .” 


i 
’ 


CONTACT YOUR JOBBER OR WRITE DIRECT TO US. ¢ ——LsAse Pane 


MCG Te my ae 


a = — 
Want more facts? Circle 104, p. 35 
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WASHINGTON 


WMtu 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


More items on tariff lists . . . 


Additional imported hardware store items may be added to the list 
of goods on which the United States may offer tariff cuts at the 
Gatt negotiations in Geneva next month. A list of about 200 more 
items (see HA, June 16, p. 10; Aug. 11, p. 10) has been sent to the 
Tariff Commission for investigation. Hearings will start Jan. 5 to 
find out if import duties on these items can be lowered without 
causing injury to domestic producers. The list includes rivets and 
screws made of nickel, heading bolts, stave bolts, brush bristles, 
sandpaper, and molded rubber and ceramic insulators. 


Earnings up, spending down... 


Most government economists seem to agree now that consumers are 
making more money these days but are spending less of it. Con- 
sumers earned about $403.5 billion in the first 10 months of the 
year. The President’s economic advisors say consumers are saving 
more than 8¢ out of every dollar, about a penny more than last year. 
Spending for durable goods, which includes hardware items, is 
about $2 billion less than 1959. Experts feel that penny-wise 
shoppers will spend more in 1961. 


Hodges: a restraining influence. . . 


The interests of businessmen, both large and small, should be well 
represented in the Kennedy administration by the new secretary of 
commerce, Luther H. Hodges. Many businessmen, fearful of too 
much control of business, feel that Hodges could be an effective 
restraint in the cabinet. Mr. Hodges has said that “The genius of 
this country is the imagination and energy and daring on the part 
of businessmen, not in... any... fine bureaucracy.” As governor 
of North Carolina, he devoted much time to promoting a healthy 
business climate and to attracting new industry to the state. 


Are you in interstate commerce? ... 


Hardware dealers may come under federal regulation if their ad- 
vertising crosses state lines. The Federal Trade Commission has 
decided it should have control over any business that advertises in 
newspapers, or on radio and television, if the advertising crosses 
into another state. A store would be in interstate commerce and 
subject to federal regulation because such advertising tends to lure 
business over state lines, FTC claims. The ruling probably will be 
tested in the courts before FTC can use it effectively in all cases. 
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This mark tells you a product 
is made of modern, dependable Steel. 


=m Put in the 
stock 
your 
customers 
Know and trust.. 


Fence o@ 


Farmers treat products pretty much like people. They like to deal with those 
they’ve learned to know and trust. We’ve been making farm fence and accessories longer than 
anyone else in the business. Most of what we’ve made is still up and in service today. Make 
sure you’ve got the stock your customers put stock in. Order your USS American Fence prod- 
ucts today. American Steel & Wire, 614 Superior Avenue, N.W., Cleveland 13, Ohio. 


# 


USS American Fence has deep, strong tension curves that allow for contraction 
in cold weather and that take up the slack when the weather warms up. They keep 
a fence taut, trim-looking, a credit to any farm. American Steel & Wire 


Division of 
USS American Barbed Wire is tough, resilient, with a heavy zinc coating that 
minimizes atmospheric corrosion. It comes in 8 standard styles, in 80-rod lengths, United States Steel 


on easy-handling, non-collapsible spools. Columbia-Geneva Stee! Division, 


San Francisco, Pacific Coast Distributors 


; , ' Tennessee Coal & Iron Division, 
USS American Fence Posts are all rolled from new billet steel. That means they'll Fairfield, Alabama, Southern Distributors 


flex, won't snap off under strain. They're easy to drive into the ground and they United States Stee! Export Company, 
anchor firmly. USS and American are registered trademarks Distributors Abroad 


Want more facts? Circle 105, p. 35 
HARDWARE AGE, December 15, 1960 © 11 





HARDWARE BUSINESS 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Upturn coming in 4th quarter... 


The outlook for business next year: look for an upturn in the fourth 
quarter. This is the opinion of businessmen given in a recent 
survey by Nation’s Business magazine. This is generally in line 
with other forecasts for 1961. Many economists look for an upturn 
to come about mid-year or shortly thereafter. The Nation's Business 
survey is based on views of top businessmen of leading firms in all 
major industries. Most optimism came on a question on the sales 
outlook. More than 65 percent of the 250 businessmen polled expect 
sales of their company to increase in 1961. 


What's ahead in housewares... 


Plan on using color as a dominant salesmaker in housewares next 
year. That’s the outlook of manufacturers and buyers when asked 
what will be the big factor that motivates customer buying habits. 
Details of the importance of color, to help you make plans for 1961 
sales, will be in the next issue of HA, the Housewares Merchan- 
dising Guide. The key to the color market is knowing what colors 
your customers prefer, and when they change their preference 
from one color to another. Knowledge of color trends helps dealers 
plan inventories, and to close out color lines. 


ls new order decline ending? ... 


An important clue to future business trends is the flow of new 
orders to manufacturers. The present decline in new orders may 
be nearing its end. An upturn may come in the next few months. 
This is the opinion of those who watch business cycles. Their rea- 
soning goes like this: the time between the beginning and end of 
a decline in new orders during two recessions in the 1950’s was 
about a year. If that same timing holds now, then the drop from a 
peak of about a year ago should be nearing an end. The significance: 
when new orders turn up in volume, somebody in the distribution 
system is building inventory. 


appliance sales ... 


After a rough year in 1960, it looks like profit and volume in appli- 
ances may improve next year. A sales upturn, which would make 
1961 about the fourth best year for the industry, is predicted by a 
leading appliance maker. Prediction is based on belief of a gradual 
rise in home building and on a bigger replacement market. Also, 
price cutting at wholesale levels is considered unlikely as most 
producers will tend to keep stocks in line with sales. Watch early 
months of next year for trends, and make an estimate of your 
market by checking local events likely to affect your sales. For 
instance, new housing projects, etc. 


... Turn to page 58 for more news of How’s the Hardware Business. 
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Nr. Dealer, We Offer YOU: 


UNSURPASSED QUALITY, DURABILITY, PERFORMANCE 
AND A COMPLETE, ACCEPTABLE, PROFITABLE LINE! 


\ 





NEW! nee.-trim FRONT DISCHARGE 


DeLuxe reel, self-propelled and push combination with 
superior maneuverability . .. Handle lifts to self-propel 
through positive clutch—no levers to push or pull—bal- 
anced for effortless operation—trims to %” of walls and 
fences. Has front discharge into a safer all-steel grass 
catcher. Rugged 3 H.P., 4-cycle, lightweight aluminum 
engine with float feed carburetor and impulse starter... 
Snap starts without engaging reel or transmission. Posi- 
tive clutched wheels assure smooth operation without 
side motion. Remote controls for start, run, stop on 
handle. Cutting heights from %” to 24%” easily selec- 
ted. Heavy welded steel chassis. Available in 2 models. 


NEW! vacu-mow set ROTARY 


Does superb job of cutting . . . vacuum cleans lawn of 
all grass, twigs, lecves, etc., with its exclusive baffled 
jet stream tunnel design. Packs more grass solidly 
into the safety-engineered all steel grass catcher than 
conventional mowers. Has remote handle controls and 
finger-tip height adjustment. Powerful, 3 H.P., light- 
weight aluminum engine, with impulse starter and float 
feed carburetor, handles the toughest mowing jobs. 


Available in 6 models, 20”, 22”, 24”—3 self- 
propelled. Also in 6 conventional models without 
baskets or Vacu-Mow design. 


MODEL P817-E, 17” Electric Rotary Geor 
Drive, 1% H.P., with Adjustable Cutting 
Heights. Also available in Model P817-EB, 


MODEL P5521, 21”, Deluxe self-propelled reel, 
H.P., Recoil or Impulse Storter... Also 
ovoilable in 18” size. 


MODEL P622-HS, 22” Deluxe Rotary, 3 H.P., Impulse 
or Recoil Starter, Finger-Tip Height Adjustment. Avail- 
able also in 19” size. 








Belt Drive, 1 H.P. 





@ “The finest mowing equipment ever built!”... 
that is what we say about the new 1961 Pincor 
Line. Dealer acceptance has been enthusiastic too. 
When you discover the combination of their supe- 
rior design, ultra precision, and unusual perform- 


power lawn mowers... Reel, Rotary, and Elec- 
tric models from 17” to 24” in self-propelled and 
push types. 

Now is the time to plan for your best year in 


mower sales—with New 1961 Pincors... there are 


ance features, we believe you will agree. 


none better! Write for complete details and Pincor 
Pincor offers you a complete 1961 Line of 


Profit-Making Prices. 


There’s A Nationwide Network of Pincor Authorized Service Stations 
Pincor-trained mechanics offer a complete mower and engine service throughout the United States and Canada 


ELECTRIC PORTABLE POWER TOOLS 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, Ill. » Telephone BErkshire 7-4100 
Want more facts? Circle 106, p. 35 


ELECTRIC 
GENERATING 
PLANTS 


GASOLINE 
ENGINES 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


MAKE THE MOST OF YEAR-END MARKDOWNS. Only a few weeks remain to write 
off damaged goods and slow sellers. Under certain conditions, 
markdowns have tax value for this year if taken in time. Check 
with your tax advisor or the Internal Revenue Service. You may 
find your.markdowns are all legal cost-of-doing business deduc- 
tions. Markdowns up to 2 percent of gross sales generally are 
considered nominal. Thus, after a check with IRS, you may be 
able to claim up to $2000 per $100,000 of sales as overhead. 
































BETTER CHECK STOCKS OF ROOFING SUPPLIES. Winter landed on both feet in 
much of the nation late last month. Gale-force winds turned heavy 
Snows into blizzards. And many dealers were caught short of 
repair items such as gutters, downspouts, felt, coatings, and 
other items not often associated with winter until blowing snows 
penetrate where rain does not. Icy winter blasts are murder on 
roofs. Attached metal work takes a bad beating. There's a run on 
roofing supplies after each severe winter storm. Be prepared. 





























CONFUSED ABOUT AIR PURIFIERS? If you're in doubt about health claims 
and wide range of list prices you have lots of company. Many 
customers have found purifiers to do all they're claimed to do. 
However, some customers, asthma and hay fever victims, claim they 
do not deliver their advertised benefits. Uncle Sam has cracked 
down on some panacea-type advertisements. The fact remains that 
the market is active. To get your share of the market with sat- 


isfied customers, be sure your ads are correct as to health 
benefits claimed. 






































TIMELY PROMOTIONS CAN BREAK MID-WINTER DOLDRUMS. Two proven post- 
Christmas promotions are (1), a "thank-you" sale and (2), adver- 
tising keyed to health needs. A thank-you sale expresses your 
feelings to your customers for a good year. It can be tied-in 
with bargain prices set low, to express your thanks tangibly. 
The health angle is strong throughout winter. Specials on sun- 
lamps and vibrators can be sellouts. Values on heaters, heating 
pads, infra-red lamps, vaporizers, and humidifiers find wide 
acceptance these cold months. Build a "sickroom headquarters" 
display. Watch it pay off. 
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"our RIGID, 535 
Threading Machine 


Doubled Pipe Sales... 


. 


says Mr. A. D. Heinrich owner of 
St. Mary’s Hardware Co., Inc., St. Mary’s, Ohio. 


\ Helped Triple Total Business,” 


Pipe Service Department Increases Store Traffic . . . and Sales! 


Lama ae aE EE RB Bee eee eee eee ee 


Want more facts? 


Three years ago, when A. D. Heinrich was working 
hard to turn his newly acquired store into a big 
operation in a town of 8,000 population, he bought a 
RIGAib No. 535 Pipe and Bolt Threading Machine. 
According to Mr. Heinrich, his RII No. 535 has 
increased profits these four ways: 


1. It paid for itself through pipe threading charges 
alone in the first year... and pays for itself again 
every year! 

2. As the center of Heinrich’s pipe service depart- 
ment, this Ri@alO& Threading Machine has doubled 


pipe and pipe supply sales. . . to $15,000 a year, solely 
to do-it-yourselfers! 


3. By helping Heinrich and his staff give fast, efficient 
customer service, his RI@GA0I® 535 has played a 
significant part in building total store sales up to 
200,000 in just three years . . . three times what 
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they were when he bought his RIRAIb No. 535! 
4. As an extra bonus, this machine, used with a 
RIfSiID Nipple Chuck, supplies about one-fourth of 
his nipples absolutely free by converting pipe scrap 
into highly profitable items. 

You, too, can boost your store’s sales ... and 
profits . . . by building a successful pipe service 
department around the fast, versatile RITAID 535 
Pipe and Bolt Threading Machine. See it at your 
Wholesaler’s now! 
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Test market dealers report complete sellout in 60 


NEW DOW CRAB GRASS KILLER 


CRAB GRASS 
KILLER 


e Se 
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“| knew | couldn’t go wrong with a Dow prod- 
uct. And I was right! Dow’s reputation sold 
me, and I sold my customers on Dow’s tested 
and proved quality. Sales came easy, too.’ 
Richard E. Pearson, West Lake Supply Co., 
Erie, Pa. 





“‘In our store, any display that takes up floor 
space really has to work hard. The Dow Crab 
Grass Killer display paid its own way. I sold 
4 bags to 1 of the other brands I handled.” 
F.. Schuyler Hooke, Sky Hooke, Inc., DeWitt, 
N.Y. 


than in 1959. And I’m sure we’ll double sales 
again in 1961. In every yard we checked, we 
could not find any crab grass the following 
season.” Louis Romence, Romence Gardens, 
Grand Rapids, Mich. 
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“After my initial order, I re-ordered Dow Crab 
Grass Killer three times. I wasn’t able to get 
any the third time. Next year I’m not taking 
chances. I’m loading my warehouse now.” 
Charles L. Chiecko, Birch-N-Bend Gardens, 
Chicopee Falls, Mass. 


Want more facts? Circle 108, p. 35 
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NOW AVAILABLE IN 14 STATES ! 


<j 
KILLER 


MONEY BACK GUARANTEE : 


PR 





<> 
CRAB Grass 
KILLER 


“! used the money-back guarantee to sell our 
customers. I have had no complaints—and no 
returns! Our supply of the large-size bag was 
completely sold out.” R. S, Knapp, Knapp Seed 
and Hardware, South Bend, Ind. 
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“Dow is promoting Dow Crab Grass Killer for the 
local dealer with a hard-hitting newspaper and 
radio campaign. We have had a large increase 
in volume plus complete customer satisfaction.” 
Gorman Ludwig, The Garden Gate, Fort 
Wayne, Ind. 





Michigan Kentucky 
Delaware Connecticut 
New York Maryland 
Rhode Island West Virginia 
New Jersey Virginia 
Indiana Pennsylvania 
Ohio Massachusetts 
District of Columbia 


Here’s a pre-emergence 

crab grass killer that really 

works! Developed by Dow, leading 

manufacturer of herbicides for the farm . . . tested and 
proved superior by leading turf experts . . . Dow Crab 
Grass Killer is guaranteed* to work. What’s more, it’s 
safer for soils and established bluegrass lawns, and you 
can use it on a lawn without fear of its harming children, 
pets or birds. 


Dow Crab Grass Killer really sells, too! In two years of 
test-marketing, it captured up to 70% of the total pre- 
emergence crab grass killer sales—outsold other brands by 
as much as 4 to 1! Dealers in every market reported a 
complete sellout! 


This spring Dow will launch one of the biggest sales pushes 
ever put behind a crab grass killer, with colorful national 
ads in magazines and Sunday supplements, hard-selling 
local newspaper ads and radio spots, floor displays, out- 
door and indoor banners. 


And there’s no financial risk! Each dealer’s original order 
of Dow Crab Grass Killer is accepted on a guaranteed re- 
turn basis. If you want to cash in this spring on the big- 
gest crab grass killer promotion in the industry, mail the 
coupon below. But hurry, dealerships are limited. Do it 
now! 


*Guaranteed by The Dow Chemical Company to control crab grass for a full 
season to the extent of the purchase price. 


THE DOW CHEMICAL COMPANY 
MIDLAND, MICHIGAN 


SELL DOW IN '61... mail this coupon today! 


The Dow Chemical Company, Agricultural Chemicals Sales Depart- 
ment, Midland, Michigan. 

Gentlemen: 

Please send me all the facts. | am interested in becoming a Dow 
dealer for Crab Grass Killer. 


EE 











Store Name____ 





Street 


-—---------r 


Want more facts? Circle 108, p. 35 
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STANSCREW...YOUR ADDED VALUES LINE 





Now, For Greater Sales Power, 
Stanscrew Offers Plated Fasteners 


Especially developed for the hardware trade, many 
Stanscrew fasteners are now plated to provide even 
greater customer appeal. This bright, attractive zinc 
plating . . . added to clean, sharp threads, smooth A Special Word For 
surfaces, and precise dimensions of this quality line 

. . offers visual evidence of superior performance .. . WHOLESALERS 
a sales-making impression confirmed by Stanscrew’s 
modernized packaging. If you aren’t already selling the 


The new zinc plating, preferred for corrosion resist- Stanscrew line, with its many 
ance as well as superior appearance, is immediately extra-profit possibilities, write 
available from stock in all popular sizes of Stanscrew Sales ee ae q 
hex cap screws, hex & hex screws, carriage bolts, lag iogaiteenadl _ ere ae 
screws, and hex nuts. Your wholesaler has all the fully competitive prices will come 
details. Ask him also about Stanscrew’s two volume- as a pleasant surprise. 
building counter displays (socket set screws and hex 
key kits) which create impulse sales . . . build greater 
profits. 














STANSCREW | FASTENERS 


CHICAGO | THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HIMS | HARTFORD MACHINE SCREW COMPANY, HARTFORD, CONNECTICUT 
WESTERN | THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 
STANDARD SCREW COMPANY 2701 Washington Boulevard, Bellwood, Illinois 
Want more facts? Circle 109, p. 35 
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Enthusiasm is the word for Roy Hubbard, Jr., 
of Builders Supply. 


ENTHUSIASM 


... your secret sales weapon 


Do your clerks have trouble making a sales pitch? You can overcome 


this fault by letting your enthusiasm for your merchandise rub off 


on your clerks. Here is how a dealer uses enthusiasm to build sales. 


Here is a conversation that took place on the sales 
floor of a hardware store in Junction City, Kansas. 

“The new numbers in this line of kitchen utensils 
are beautiful. The handles are light colored, with a 
design. They used to be plain and dark colored. Here 
is a complete set of the utensils. And over here is a 
set of the larger size utensils, and here is a set of 
the smaller sizes. This is a set on a turn table for a 
kitchen counter or table, and this is a set on a fast- 


ener to put under cupboards.” 

The speaker was Mrs. Ila Moyer. She is a sales 
lady in Builders Supply Hardware Store in Junction 
City. There are two points worthy of note in that 
conversation, in addition to the lucid description of 
the merchandise. 

First, Mrs. Moyer was enthusiastic about her work. 
There was a sense of pride in her crisp description 
of the line. 
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Product knowledge put to use by Mrs. Ila Moyer, 


right, in showing figurines. 


The start of store traffic. Manager Hubbard checks mats 
to prepare newspaper advertisement. Note wholesaler's 
consumer mailer, lower right, that keeps store's name 
before customers for a long time. 
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Enthusiasm ... your secret sales weapon 
(Continued ) 


Second, Mrs. Moyer knew she was talking to a 
stranger who was waiting for manager Roy Hubbard, 
Jr., to return, and who by no stretch of the imagina- 
tion was a possible customer. 

The reasons for Mrs. Moyer’s enthusiasm, and her 
crisp sales presentation, became evident later in the 
conversation with Mr. Hubbard. Mrs. Moyer was prac- 
ticing the second point in Mr. Hubbard’s store mer- 
chandising policy: Keep customers in the store by 
exposing them to the product knowledge of the sales 
staff. 

The first point in Mr. Hubbard’s merchandising 
policy is basic. Without it, no store succeeds. The 
point is: Get store traffic. 

Now Mr. Hubbard operates in a somewhat different 
type of market. Most retail markets are a bit differ- 
ent, so the principles used by Mr. Hubbard can be 
applied to other types of markets. 

Junction City has its retail trade potential con- 
centrated among the military men in nearby Fort 
Riley. This fort has been training Army men for 100 
years, and since World War [I its size and scope 
has been greatly increased. 

The key to this potential is that the payroll at 
Fort Riley is dispersed early in the month. Junction 
City’s retail market, like all areas where a monthly 





payroll predominates, bulges with dollars early in 
the month. Later in the month, dollars are rather 
scarce. 

Mr. Hubbard concentrates his advertising in the 
first weeks of each month. His long term advertising 
is in the consumer mailers made available by his sup- 
plier, Townley Metal & Hardware Co., Kansas City 
wholesaler. Mr. Hubbard likes consumer mailers, for 
they keep the name of his store in his customers’ 
home for an extended period. These mailers are the 
keystone of his advertising promotion. 

Newspaper advertising is bunched into the first 
10 days of each month. That is the time money is 
flowing around the fort. 

A second line of advertising locally is the week-end 
specials. These are put on the first three weeks of 
each month. The fourth and fifth week-ends just wob- 
ble along, awaiting the coming of the new month and 
a new payroll. 

Each week-end, three specials are featured. These 
specials may be from different sections of the store, 
or from the same section. The important factor is 
selecting three items that have wide appeal, that are 
values at the reduced price, and that will pull traffic. 

The second point in Mr. Hubbard’s merchandising 
policy is: Keep customers looking around in the store. 
This is done in two ways. First, by open displays of 
merchandise kept attractive by immaculate housekeep- 
ing. Second, by sales clerks using their product knowl- 
edge. 

“If a customer asks for a paint brush,” Mr. Hub- 


Open displays are evident from this night view 
of the front of Builders Supply hardware store. 


bard illustrated his point, “we don’t just pick up a 
brush and tell him the price. We select a brush we 
think the customer needs. We run our thumbs through 
the bristles. We talk about the types of bristle in 
the brush. Then we hand the brush to the customer 
and let him heft it, and thumb through the bristles, 
too.” 

At this point, the incident with Mrs. Moyer was 
told to Mr. Hubbard. He just beamed: this was an 
example of his training put to practice. 

Many books have been written on sales training, 
on getting the salesman interested in his job, in point- 
ing up the benefits of using product knowledge in 
terms that the customer can understand. 

The key to the use of product knowledge on the 
sales floor in Builders Supply is in Mr. Hubbard. 
He likes people. He likes hardware. His enthusiasm 
rubs off on sales people who have the capacity to 
be aroused and stimulated by an energetic manager. 

Builders Supply hardware is tied up with a lumber 
yard of the same name in Junction City. The lumber 
yard began handling hardware lines more than 30 
years ago. Gradually lumber and hardware diverged, 
and when Mr. Hubbard Jr. entered the business he 
went into the hardware end, an area of selling de- 
cidedly to his liking. 

Mr. Hubbard’s third merchandising policy point is: 
Immediate service. He believes customers want to be 
waited on promptly, and also that prompt recognition 
enables sales people to use their product knowledge. 

—End 
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Hlow to make money on guns 


Is it easy to boost your gun volume? 


this and it is well worth the extra effort. 


No, but it is possible to do 


If you’re looking for 


ways to sell more guns, here are some ideas. 


In the face of growing price 
competition, what can management 
do to make more money these days 
selling guns? “Plenty,” say the 
owners of a hardware store in the 
Lone Star State. 

“It takes a combination of many 
things: Big, wide stock; product 
knowledge of a high degree, a will- 
ingness to get out into the market, 
trade ins, and a reputation a mile 
wide.” 

Recently a stranger walked into 
the gun department of Mack J. 

Webb Hardware Co., El Campo, 
Texas. This in itself was a little 
unusual, for Mack J. Webb and his son Mack D., store 
owners, know virtually every gun owner within a 
country mile of El Campo. They also know a lot of 
gun owners living in other towns in the general area. 

“I'd like two boxes of cartridges for a .25 cal. 
Japanese rifle,” the stranger said. 

When Mack D. Webb, walked over to the ammuni- 
tion case, selected the ammunition and started wrap- 
ping it, he looked up to ask the customer “what else” 
and he saw a smile of surprise on the stranger’s face. 

“They told me, but I wouldn’t believe it,” the 
stranger said. He introduced himself and explained 
that he lived in Beeville, more than 100 miles distant. 

“A construction superintendent friend of mine, now 
on a job at Beeville, told me I could get these car- 
tridges here, but I really didn’t believe him. I have 
a lot of trouble finding them. You fellows have quite 
a reputation among people who own guns. Now I can 
see why” 

It was quite logical, Mr. Webb explained to the new 
customer, for “there are four of these same type of 
Japanese rifles in and around El Campo. We buy 10 
boxes at a time and try to keep at least five boxes on 
hand.” 

Knowing who owns guns in the area, and just what 
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Mack D. Webb shows a pistol. 


kind of guns they are, is a major factor in the Webb 
Hardware building a consistently profitable gun and 
ammunition business in this town of about 7000 popu- 
lation. 

The company sold about 200 guns of all kinds last 
year. Ammunition volume was somewhat higher in 
proportion than gun volume, because numerous gun 
owners come or send to the store for hard-to-find sheils 
for foreign guns. 

In addition to having been reared in the community 
and thereby naturally knowing most residents, the 
Webbs belong to an active local gun club. They also 
participate in shoots of three other clubs in nearby 
communities. This activity bring them in contact with 
gun owners throughout a wide area. 

Father and son do a lot of hunting. The opening 
of the dove season in October finds them out in the 
field with several bird hunters. They go to the deer 
country at least once each season with other area deer 
hunters. They are authorities on duck and goose 
shooting, a sport that is extremely popular in the 
Gulf Coast area around E] Campo. 

Mack J. Webb’s father purchased the hardware store 
in 1898, and two years later changed the name to its 
present operating title. 
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Young Mr. Webb (left) and Mack J. Webb (foreground) are kept busy by an endless flow of traffic. 


When Mack J. was old enough, he began working 
in his father’s store. Ultimately he became co-owner. 
After Mack D. Webb finished school and did his stint 
with Uncle Sam he also became his father’s partner. 
Thus the long operation of the establishment by the 
same family has helped to build gun business, and it 
has furthered the owners’ wide acquaintanceship of 
people of the trade area. 

“It is our experience,’ says Mack D. Webb, “that 
people like to buy guns leisurely. They like to talk 
about guns and hunting. To realize the most from 
this simple pleasure, they naturally want to talk to 
someone who not only knows hunting conditions of 
the area but with whom they are acquainted. 

““A prospect will not stand around very long, gos- 
siping about guns and hunting, with someone he does 
not know. So we try to make the most of our acquain- 
tanceship of most gun owners in the area, through 
contacts at the various gun clubs and by going hunt- 
ing as many times each season as possible with as 
many different sportsmen as we can. It pays. And 
besides, it’s a lot of fun.” 

Although the Webbs find that personal acquaintance 
with sportsmen of the area is a basic element in sell- 
ing guns, they do not depend on this acquaintanceship 


to sell guns out of catalogs. 

“We learned quite a long time ago,” says Mack D. 
Webb, “that even your friend doesn’t want to select 
his gun from pictures in a catalog and then wait for 
you to order it for him. A wide selection of guns is a 
definite necessity, if you expect to realize the full 
potential of gun selling.” 

A complete stock is more important than rate of 
turnover, the Webbs find, although in spite of this 
policy, gun stock turns between three and four times 
a year. This is boosted somewhat by the fast turn 
of used guns. 

“When a man comes in and asks about a certain type 
of gun,” Mack D. Webb says, “he usually is ready 
to buy. He probably has been thinking about this 
gun and if he could afford to buy it, for a long time. 
He finally has convinced himself that now is the time. 

“Then if you tell him that you’re sorry but you 
don’t have his gun in stock but you’ll be glad to order 
it for him, he suffers a let-down feeling. He may not 
actually hunt with his gun for two week: or a month, 
but he’s all primed to take it home with him. 

“When you don’t have his gun in stock you risk, 
first, the chance that he will walk out and go some- 
where else. Second, even if he agrees for you to order 
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How to make money on guns 
(Continued ) 


the gun, unless you obtain a substantial down pay- 
ment at the moment, he may completely cool off before 
the gun arrives and he won’t take it. 

“Asking a man to make a payment on a gun which 
you don’t have is not the best of customer relations. 
So we prefer a slower turnover and a wider range of 
guns, to avoid having to ask a man to allow us to 
order his gun. When he’s in the mood to buy, we 
should be in position to sell.” 

The company sells used guns for profit as well as 
for building a wider following for the gun department. 

“The man who has never owned a gun may hesitate 
to tie up the money needed to buy a new one. He 
wants to try his hand at hunting and he hesitates to 
borrow a gun from a relative, so he’s willing to invest 
modestly in a gun. 

“That’s where used guns come in. We can sell a 
reliable used gun, being careful to fit the gun to the 
customer’s needs. Thus we are on the way toward 
selling him a new rifle or shot-gun eventually,” Mr. 
Webb says. 

Also, the Webbs use used gun allowances to help 
in the sale of new guns. Many buyers of new guns 
have old guns they want to trade, and the merchant 
who can offer them an attractive deal on used guns 
has the inside track on selling new ones. 

“But we don’t believe in sacrificing any profit poten- 
tial on the new gun just to make the deal,” Mr. Webb 
says. 

In fact, the company averages substantially higher 
mark-up on used guns than on new ones. Profit on 
used guns runs between 25 and 35 percent. 

The company buys some used guns outright, par- 
ticularly just before opening of the fall hunting sea- 
son, to show prospective used gun buyers a fairly 
wide choice. 

“The used gun customer has as much right to have 
a selection to choose from as the man who buys a new 
gun,” Mr. Webb says. “He is an important customer, 
particularly for his potential. He is worth complete 
consideration, including a good selection of used guns.” 

As a service to customers as well as to provide a 


basic selling list, the company maintains a register 
of all gun sales, used as well as new. 

The register shows the name of the customer, his 
address and telephone number; make, model and serial 
number of his gun, the date he bought it and the man 
who sold it to him. 

The information is valuable in additional ways, 
aside from the record for benefit of customer and a 
mailing list. 

For example, assume that a customer brings his 
gun back and says that it is not exactly what he 
thought it was, that the man who sold it told him 
so-and-so, which he does not think is correct. First 
thing Mr. Webb (senior or junior) does is to check 
the register and ascertain when the gun was sold 
and who sold it. Then he asks the man who sold the 
gun to talk to the customer, so that the complaint or 
misunderstanding may be cleared up to the customer’s 
satisfaction. 

Last winter a thief broke into the home of one of 
the company’s gun customers and stole a ladies’ coat, 
some jewelry and a deer rifle. The customer, knowing 
the company kept a record of all gun sales, telephoned 
Mack J. Webb and obtained the serial number of 
the rifle. 

The customer then supplied this, with a complete 
description of the gun and other stolen goods, to the 
police department. The police in turn forwarded the 
data to the police department of Houston and other 
cities in the area. 

Two weeks later the rifle turned up in a Houston 
pawn shop. Working from there, Houston police 
recovered not only the gun but the rest of the stolen 
property. 

“I’m convinced we wouldn’t have got any of that 
stuff back,” the grateful customer later told Mr. Webb, 
“if you hadn’t made a practice of keeping a record of 
all your gun sales.” 

The company has developed a profitable and steady 
volume of .22 pistol sales, by catering mainly to the 
“plinking” fan. “Men around here like to carry a 
.22 in their car, to have it handy for shooting snakes, 
possibly rabbits or just plinking away at tin cans 
around the house,” Mack D. Webb says. “We cater 
to this trade.” —End 





Amusing gimmick brings laughs and new traffic 


An old, child’s sled would not be 


The sled is 


displayed promi- 


much of a curiosity in most hard- 
ware stores during the winter. But 
the sight of a snow sled on display 
in the balmy Florida climate is 
good for lots of laughs and some 
extra traffic. 

Bard Williams, Sharrick Hard- 
ware & Glass Co., Fort Myers, Fla., 
watches the newspapers all winter 
for news of big snowstorms in the 
West and North. Whenever a 
severe storm makes headlines, out 
comes the sled. 
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nently, leading customers to ask, 
jokingly, if they can buy one “just 
in case.” 

“No,” Mr. Williams tells the 
trade, “it’s just here to remind you 
how lucky you are to be missing all 
of that weather.” Meanwhile, a 
new point of contact has been es- 
tablished for local and tourist traf- 
fic. 


Mr. Williams and his reminder of 
winter, 
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Our customers need help! 


... and our job is to help ’em. We can develop a 


loyal trade and a big, new source of profit. 


About the author... 


C. W. Brestle, now 50 years of age, worked in a 
hardware store in his early life. His present loca- 
tion has been a hardware outlet for more than 30 
years. Although he is only two blocks from the 
main downtown intersection of St. Petersburg, Fla., 
he has been able to increase his business in the face 
of the trend to shopping centers in outlying districts. 
With working people he promotes the idea of “buy 
your hardware needs before you leave for home,” 
and suburbanites: “buy while you’re downtown and 
save time.” His store has 4000 sq ft of display space. 
He has no intention of moving from his present loca- 
tion. 


by C. W. Brestle 
dealer 
St. Petersburg, Fla. 


There was a time when a hardware man kept his 
store in order, made sure that he didn’t run out of 
stock items, was pleasant to his customers, and sold 
them what they asked for. 

But no more! 

Soon the dealer will have to get a teacher’s certifi- 
cate, what with all these do-it-yourself fellows com- 
ing around. 

I can even remember when a man’s plumbing 
“froze up,” he would ask for a Stillson of a certain 
size, or if he needed a screw driver he would ask 

(Continued on page 51) 


HARDWARE AGE, December 15, 1960 © 25 





: 
| 
- 
e 
B 


How to celebrate a store 


Organization of the promotion pays off in building up traffic 


Forty years of outstanding service to the com- 
munity is the record of the Otto Herrmann hardware 
store in Brooklyn, N. Y. 


To mark the event, and to thank the community for 


its patronage, the store held a 40th anniversary sale 
this fall. The event ran for eight weeks. 

Here are the promotions used by Herrmann’s to 
make the anniversary a successful event. These pro- 
motions can be used by hardware dealers to celebrate 
any anniversary date. 


First, a promotion budget 


First of all, a budget was set up for the anniver- 
sary celebration. This covered the awards, eight tele- 
vision sets and other prizes; newspaper advertising; 
and window displays. 
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Highlight of the sale was the television awards 
that drew store traffic. Each Friday evening during 
the eight-week event, a 17-in. television set. was 
presented to a customer. 

Winners were selected by drawing a registration 
card which customers deposited in marked boxes 
throughout the store. 

Supplementing the TV awards were some 20 other 
weekly gifts. Each gift came from a different depart- 
ment of the store. In addition, many manufacturers 
cooperated by donating small gifts. These were 
grouped together in a surprise package which Herr- 
mann’s had printed up for the sale. 

Each of the Friday night drawings drew from 100 
to 150 people. Gus Herrmann, secretary of the firm, 
says that he feels the interest created by the sale will 
carry over for another year. 





anniversary 


and selling merchandise 


Window decoration program 


Store windows played a big part in creating in- 
terest. The entrance to the store is located between 
two large windows. The right window contained the 
eight TV sets and the name of the winner was placed 
before it as the sale progressed. The TV’s were kept 
in the window until the final week to maintain inter- 
est. 

In addition to the TV sets, a pictorial review of 
the store’s history was displayed. Pictures of the 
store’s growth through expansion and remodeling 
were shown. 

The left window contained anniversary specials. 
This merchandise was marked down 20 to 25 percent 


(Continued on page 50) 


Top left: Window trim with tele- 
vision awards and historic photo- 
graphs. 


Top right: Sale merchandise was 
featured in store's other window. 


Above: Awarding of the first gift, 
made by Otto Herrmann, Sr., on the 
right. 
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A follow-up report 


Drop Shipments... 


WHOLESALE 
SHIPMENT 


FACTORY 
SHIPMENT 


The trade was asked: ‘‘Are drop shipments good or bad 


for our industry?’’ The facts and opinions in this report 


reflect the mood of dealers, wholesalers, and manufac- 


turers concerning this controversial issue. General 


summary: Widely mixed emotions. 


If you make drop shipments you are wrong; if you 
don’t make them you are also wrong. 

This is the dilemma faced by many hardware man- 
ufacturers today. On one hand they are being asked 
by some wholesalers to make more drop shipments 
available. On the other hand, there is another group 
of wholesalers who condemn them if they do make 
drop shipments. 

This conflict highlights the divergence of opinion 
on drop shipments that exists in the hardware trade. 

For example, most dealers seem to believe that 
drop shipments, with a longer discount, are bene- 
ficial. But many wholesalers are of the opinion that 
drop shipments do more harm than good, especially 
at the dealer level. 
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The manufacturer, in the middle, generally feels 
that when he makes drop shipments he is performing 
a function that should be handled by the wholesaler 
and, consequently, the factory does not like the 
practice. 

These differences of viewpoint are apparent in a 
drop shipment study conducted by HARDWARE AGE. The 
study was undertaken to learn how the trade gener- 
ally looks at this subject, and to help answer the 
many questions being asked of HARDWARE AGE. A pre- 
liminary report on this study appeared in HARDWARE 
AGE, Oct. 6, p. 55. 

In a discussion of drop shipments, a distinction 
must be made between certain types of merchandise 
that have always been handled on a factory shipment 





basis, and the growing practice of shipping regular 
staple merchandise direct from the factory. This lat- 
ter category is the topic of this study. 

Repair parts, some appliances, certain seasonal 
goods, ete., have by custom been shipped direct to the 
dealer. This type of merchandise is not included in 
this present discussion of drop shipments. 

The basic issue between the pros and cons on drop 
shipments is how does a dealer make more profit: 
Does he do it by buying in larger quantities at a dis- 
count from regular cost (drop shipments), or does he 
do it by buying smaller quantities from a wholesaler 
and building turnover? 

Those who favor drop shipments, especially among 
dealers, seem to believe that the bigger discount 
helps them meet competition more effectively. The 
study has suggested that some dealers who favor 
drop shipments are a little hazy as to the actual 
arithmetic of store operation. 

Many estimates given as to the extra discounts 
obtained through drop shipments go way beyond any- 
thing that is known to be available. It also appears 
that too often attention is centered on the discount 
and not in the larger-than-usual amount of capital 
tied up. This is an area that deserves more atten- 
tion from dealers. 


Many manufacturers on the fence 


Manufacturers, meanwhile, still have no clear cut 
guide as to the interest in drop shipments and many 
find themse!ves on the fence. The interest in drop 
shipments has in the past been largely from volun- 
tary chains, where, in some instances, as much as 
30 to 40 percent of the total business may be done in 
drop shipments. 

Over the past year or so other wholesalers have 
been asking manufacturers to make available, as a 
matter of practice on a regular basis, a means of 
booking drop shipments. 

While some factories have felt that this would be a 
worthwhile, economic method of distributing goods, 
a majority of the manufacturers queried by HARDWARE 
AGE were opposed to drop shipments. 

The position they take is that drop shipments place 
added clerical and shipping costs on the manufac- 
turer. In order to overcome these added costs, the 
drop shipment would have to be too large for the 
average dealer to handle. 

A few manufacturers have established “service 
charges” for drop shipments. That is, they increase 
the cost vy 5 to 10 percent for such shipments. 

The thought most frequently expressed in this 
study is that the distribution of goods to the dealer 
is a key responsibility of the wholesaler, and this job 
is included in his margin. If the wholesaler is going 
to drop this function, there should be general re- 
appraisal of wholesalers’ margins generally. 

This same thought has been expressed in the past 
by those wholesalers who believe that drop shipments 
are not good for the hardware business. These dis- 
tributors insist that a firm handling drop shipments 
is acting as a broker, not as a wholesaler, and cor- 


A Midwestern dealer’s outlook .. . 


Here’s how an lowa dealer thinks you should weigh drop 
shipments. These views are practical and workable: 

We use the following system of determining whether a 
line will be drop shipped or not. 

(1) Will it turn four times a year? Generally speaking 
we don’t have any lines on drop shipment that won't turn 
four times a year. 

(2) Can it be ordered often enough to obtain the 
turn? Some lines have a minimum so high that we can't 
get the four turns. 

(3) Is the difference in cost enough to justify the extra 
bother and expense of a drop shipment? A 20 percent 
savings on $100 is only $20 and not worth it, but a 10 
percent saving on an order of $1000 is worth the trouble 
to us. 

(4) Is delivery reasonably prompt? We don’t demand 
four day delivery but we expect it in less than a month. 

(5) Are the orders shipped fairly complete and error 
free? 

(6) In case of a disagreement are claims handled in a 
judicious manner? 

Our experience over the last five years has proved to 
us the use and benefit of a reasonable drop shipment 
program. We have had a steady volume with a rise in 
our margin and turnover. That leaves the unanswered 
question: If the same amount of time were spent on mer- 
chandising would the result have been higher volume, 
same turnover and margin with more net profit? 


respondingly should not receive the same margin 
granted other wholesalers. 

Will drop shipments volume increase? Most of the 
dealers who participated in the study indicated that 
they would like to buy more goods on this basis. But 
wholesalers and manufacturers generally reported 
that there had been only a very slight rise in this 
activity and do not foresee a sharp increase in the 
future. ' 

The discussion of drop shipments is also beclouded 
by the fact that there are some large stores which 
tend to specialize in certain lines to the extent that 
they can atford to buy drop shipments and still main- 
tain a reasonable turnover. This situation has ex- 
isted for some time and will likely continue. 

Because of the intense interest in this subject, and 
also the confusion that surrounds it, it is likely that 
the near future will see wholesalers examining the 
practice very critically from a cost and profit view- 
point. Dealers in turn, will be encouraged to sharpen 
their pencils to calculate the effect of heavy drop 
shipments on the over-all store profit picture, rather 
than from the viewpoint of the profit on one line. 
Turnover rates will be prominent in such a dis- 
cussion. 

This reappraisal may well result in many dealers 
taking a second look at drop shipments. This is espe- 
cially likely in view of the softness in business gen- 
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Drop shipments, a follow-up report 
(Continued) 


erally. This slowdown in business will put more 
emphasis on turnover. 

Space does not permit a complete discussion of all 
the aspects of drop shipments. Many of these points 
have been covered in earlier discussions. However 
the highlights of the HARDWARE AGE study among deal- 
ers and wholesalers follows. 

The reactions presented in this article are based on 
questions asked by letter, responses to the question- 
naire published in HARDWARE AGE (Sept. 8, p. 53), per- 
sonal interviews and unsolicited mail comments re- 
ceived by HARDWARE AGE from readers. 

While the opinions collected in this study are be- 
lieved to be typical enough to justify drawing some 
general conclusions, they do not represent a true 
probability sample. Because of this it would not be 
feasible to statistically project these views with a 
high degree of accuracy. 





Fig. 1 
Is drop shipping good practice? 
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Question— 

Asked of dealers: Are drop shipments good or bad 
for you? 

Asked of wholesalers: Do you think drop shipments 
are good for the wholesale industry? 





Dealers’ viewpoints... 


Policy: We're expanding drop ships 
Opinion: We like them 


How do dealers feel about drop shipments? It is 
apparent that they feel that there is enough profit in 
them to offset any possibility of buying too much 
merchandise in one lot. 

Almost 63 percent of dealers participating in HA’s 
survey think that drop ships are “good.” More than 
63 percent of dealers who responded are buying more 
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on drop shipments this year than in 1959. This dealer 
enthusiasm is definitely not echoed by wholesalers. 
Many of the findings in the HA survey are signifi- 
cant if they are representative of the majority of 
dealers. 
Here are some of the questions in the survey, anda 
summary of dealers’ answers told in statistics. 


Benefits. Are drop shipments good or bad for deal- 
ers? Drop shipments are good, say 62.5 percent of 
dealers responding. The other 37.5 percent say they 
are “bad” or they are confused on this. (See Fig. 1.) 


Trends. Are you buying more or less merchandise 
on drop shipments this year? We are buying more 
than in 1959, say 63.3 percent of responding dealers. 
We are buying the same or less, say the 36.7 percent 
remainder. 


Volume. How much merchandise, at cost price, 
will you buy on drop shipments this year? Dealer 
cost figures range to more than $100,000, in some 
cases. 


Lines. Which merchandise lines account for the 
bulk of your 1960 drop shipments? Excluding some 
traditional drop-ship lines such as fencing, repair 
parts, etc., these lines are the leaders (in order of 
importance) : 

Lawn and garden. 

Paint. 

Housewares. 

Shelf hardware. 

Tools. 


Profitability. How much extra discount do you get 
on drop shipments? A majority of dealers say they 
get an extra discount of 5 to 10 percent on drop ships. 
Many say that they get more than 10 percent extra 
discount on drop ships. A few say the discount is in 
the under-5 percent range. 


Turnover. How many months’ supply is in an aver- 
age drop shipment? The great majority of dealers 
say that an average drop shipment holds one to three 
months’ supply of the item. Somewhat fewer dealers 
say the average shipment is four to six months’ sup- 
ply, for a two to three time stock turn. Some few 
dealers admit that drop ships carry more than six 
months’ supply of the item. 

Some confusion in the minds of dealers is apparent. 

When some dealers say that their extra discount is 
in the 10-percent-or-more range, the question arises: 
Are they measuring the discount in terms of profit on 
cost, rather than profit on retail? Or, are they calling 
a 33 1/3 percent plus 5 percent discount the equal of 
38 1/3 percent off of list price? This is not the case 
by any means. 

Also, many dealers do not appreciate, it seems, that 
they sacrifice freight allowances on some drop-ship 
items. In some cases, invoices may carry net figures, 
with no cash discount. Many such small, but appre- 
ciable, differences can creep into drop-ship deals. 

Also, dealers who claim stock turns of four or more 
a year must have very large and busy stores indeed, 





to repeat ample factory shipments four or more times 
annually. 

Dealers considering drop shipments must be coldly 
analytical. They must measure every advantage 
against every disadvantage. 

The most obvious disadvantage is the possibility of 
buying too much and, thereby, binding up needed 
capital and stifling turnover. 

But the smaller considerations of loss of prepaid 
freight and realistic profit calculations must also be 
given serious thought. 

Maybe drop shipments are good for you. Whether 
they are “good” or “bad” is up to each dealer to 
figure out for himself. He must do this in a cold, 
north light ... not from behind rose-colored glasses. 


Wholesalers’ viewpoints .. . 


Policy: We drop ship 
Opinion: We don't like it 


Drop shipments have wholesalers in a vise. 

Wholesaiers handle drop shipments. This is a 
small part of their total business. Wholesalers think 
drop shipments are profitable. They are about equally 
divided on promoting more drop shipments next year. 
They are unequally divided on whether drop ship- 
ments are good for the wholesale industry. 

On the surface, the wholesalers face an enigma: 
They seem to be drop shipping against their better 
judgment. The enigma comes from a clash between 
the hard facts of operating a business and their opin- 
ions of operating policies. 

The principal objection to drop shipments is that a 
function of the wholesaler is taken away, the ware- 
housing function. Direct shipments deprive dealers 
of the opportunity to buy in smaller quantities from 
warehouse stocks. As one wholesaler put it, “We do 
not want to act as a broker.” Another wholesaler 
labels drop shipments “A curse on the industry.” 

On the other hand, drop shipments are viewed as a 
means of meeting the profit squeeze, both for whole- 
salers and retailers. For wholesalers, the gross 
margin on drop ship merchandise is less, but so is 
the cost of handling for there is no expense in 
receiving, warehousing, or filling orders. 

A survey, made by mail asking wholesalers a series 
of questions, drew almost 100 percent response. Of 
the wholesalers answering the questions, 81 percent 
handle drop shipments, 11 percent do not, while 
8 percent do under certain conditions (non-stock 
items, deals etc.; very seldom, limited, etc.). 

Replies of the 81 percent who handle drop ship- 
ments were used in compiling the following answers: 


Sales. For 33 percent of the wholesalers, drop 
ships represented 1 percent or less of total sales to 
dealers. For 43 percent of the wholesalers, drop 
ships amounted to 2 to 5 percent of total sales, 
while 24 percent of the wholesalers reported drop 
ships amounted to 6 percent or more of sales. Few 
wholesalers reported drop ships amounting to more 


Some views on drop shipments .. - 
From dealers... 


“... Drop ships lower our cost. We can be more 
competitive with discounters.” 

“... Bad for smaller dealers. Turnover is greatly 
reduced.’ 


“Drop ships are only the answer to combat rack 
jobbers and chains.” 


“__. Drop ships are good only if freight is prepaid.” 


“ .. Too much shipping delay. Dealer assumes func- 
tion of wholesaler without enough compensation in- 
volved.” 


“ ..No outs with drop shipments. Ready supply on 
hand. Customers are impressed with large quanti- 
ties of merchandise.” 


“..I1 believe firmly in wholesaler system. Drop ship- 
ments remind me of mail order houses.” 





than 10 percent of sales to dealers, although some 
voluntary chains attribute 30-40 percent of sales to 
drop ships. 


Trends. When asked if more dealers are buying 
drop ships now than in 1958 wholesalers replied: 
53 percent “No”; 38 percent “Yes”; 7 percent, no 
change; and 2 percent did not answer the question. 

When asked if more sales volume was accounted 
for by drop ships now than in 1958, replies were: 
62 percent “No,” and 38 percent “Yes.” 

As for next year, 50 percent of the wholesalers 
reported they plan to promote more drop ships, 45 
percent reported they did not plan more promotion, 
while 5 percent gave no reply to the question. 


Lines. The types of merchandise drop shipped 
cover about all sections of a retail store. The types, 
in order of mention, were: roofing, repair parts, 
wheel goods, builders’ hardware, housewares, fac- 
tory displays, plumbing, deals, industrial hardware, 
stoves, sporting goods, paint and sundries, power 
mowers, wire products, toys, electrical, tools. 


Profitability. Are drop shipments profitable to 
wholesalers? The replies: 78 percent think they are, 
4 percent think they are not, and 18 percent question 
if they are. 


Benefits. Whether drop ships are good for the 
wholesale industry is a moot question. Definite an- 
swers, without qualifications, of wholesalers who do 
drop ship are: 42 percent, drop ships are not good 
for the wholesale industry; 10 percent, that they are 
good for the industry. There were 3 percent who 
gave no reply, and 45 percent gave a qualified an- 
swer, that drop ships may be good in some cases, but 
bad in others; or that drop ships may not be good but 
that they are necessary. 

End 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 35, and mail 


Item 1 
Cotton scatter rug line 


Seventy-two Candycote 18x30-in. 
scatter rugs are packed in an at- 
tractive cardboard display carton. 
Display occupies less than a square 
yard of floor space when set up and 


sc atteg te 
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has an extreme height of 30 in., 
extreme width of 40 in., and is 19 
in. long. Rugs are of cotton on 
foam rubber padding. Crown Rub- 
ber Co., Dept. HA, 1615 Croghan 
St., Fremont, Ohio. 


Item 2 
Modern design mailbox 


Here’s a ruggedly built rural and 
suburban mail box with modern 
design. It has a_ glass-smooth 
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acrylic finish, baked-on over heavy- 


duty zine coated steel. A chrome- 
plated protective hood surrounds 
the door. Available in five colors. 
Also available is a swivel mounting 
bracket and pole which can be 
angled into the ground. Southern 
Fabricators, Dept. HA, 1010 Broad- 
way, Steeleville, Ill. 


Item 3 
10-piece giftware line 
Londonderry giftware by Wear- 
Ever is made of a special aluminum 
alloy and finished :n distinctive tex- 
tured patterns. There are 10 pieces 
in the line available in silver or 
golden flow colors. The textured 
finish will not tarnish. Items are 
individually boxed. The items and 


retail prices are: 1l-in. round tray 
—$2.95; 1l-in. square tray—$2.95; 
11 x 9-in. relish dish—$4.95; a 
2-tiered rectangular tray, 9-in. high 
—$9.95; a 1-tier rectangular tray, 
11 x 9-in.— $5.95; a 9 x 7-in. candy 
dish—$3.95; a 10-in. round canape 
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Beery 95: a hitless awe: on 
set—$6.95, bread tray—$3.95, and 
a 2-tiered round tray, 9%-in. high 
—$9.95. Wear-Ever Aluminum, 
Inc., Dept. HA, Wear-Ever Bldg., 
New Kensington, Pa. 


Item 4 
Vinyl-fiannel ski mittens 


Pioneer’s Ski Mitts are made of 
waterproof and tear resistant viny! 
with a soft flannel lining. They’re 





Here is a quick Check 
List of items described 
in the following pages 
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specially sized and designed for 
women and teenagers to wear, with 
or without an extra liner. Elastic 
strips in the wrist and upper edge 
of cuff insure a comfortable, snug 
fit. The gloves retail for $2.49 a 
pair. Pioneer Rubber Co., Dept. 
HA, 196 Tiffin Rd., Willard, Ohio. 


Item 5 
Lightweight wheelbarrows 


Rugged construction and ease of 
handling are features of Moto- 
Mower’s De Luxe wheelbarrows for 
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Emergency roof cement .. 
Packaged crab grass killer .... 
Barbecue tool assortment 
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Lock with removable core . 
All-purpose lubricant 

Decorated glass tumblers 


Electric fan specials 


Ls oe 62 CS 2 Oe LS GS 


Series of metric hex keys .. 
Rotary power mower line ... 
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Combination painter's tool . 
Automatic lawn sprinkler . 
All-surface marking pencil 
Aluminum hose hangers ..... 

Salt for water softeners ......... 


Slotted aluminum stake .......... 
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Sheet metal workers’ vise 

[] Reciprocal-action saw 

[] Compact felt-tip marker 

[] Heavy-duty dust collector 
[] Six-inch bench grinder 

[] Sprinkler-irrigator package . 





handymen, home-owners, sod lay- 
ers, ete. The 3.5-cu ft model 
(shown) has semi-rounded nose 
and tubular steel handles. The 
pressed-steel tray has a %4-in. 
wrapped-wire edge. It lifts easily 
for dumping and moves smoothly 
on its semi-pneumatic tire. Welded 
wheel of 10-in. diameter rides on 
roller bearings. The 3-cu ft wheel- 
barrow has a %-in. rolled edge and 
same construction found in larger 
model. The 3.5-cu ft wheelbarrow 
retails for $17, the 3-cu ft for 
$10.50. Moto-Mower, Inc. Subsidi- 
ary of Dura Corp., Dept. HA, 625 
South G@ St., Richmond, Ind. 


Item 6 
Track-mat car kits 


The Trac Mat Car Kit has been 
completely redesigned to increase 
visibility and to stimulate self 
service sales. White carton is now 
imprinted in scarlet and black, and 
dramatically illustrates use of the 
product on both sides of the pack- 
age. “Go in snow, save a tow” tells 


the product story at a glance. Pack- 
age includes a pair of steel mesh 
mats for placing under car wheels, 
snow shovel, pair of waterproof 
gloves, and combination brush and 
scraper. Gardex, Inc., Dept. HA, 
Michigan City, Ind. 


Item 7 
Cellophane packed fuses 


Eagle Electric’s Non-Tamp (Type 
S) Time Delay plug fuses now have 
colored ferrules for easier identifi- 
cation. They are merchandised in a 
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BUYING CHECK LIST - 


Want more details? Just circle item number on p. 35 


colorful cellophane-wrapped Sho- 
Pak which keeps fuses clean and 
helps eliminate pilferage. Space for 
price is provided. Eagle Electric 
Mfg. Co., Dept. HA, 23-10 Bridge 
Plaza South, Long Island City 1, 
. ee 


Item 8 
Wall anchor line display 

A line of skin-plastic packaged 
wall anchor products is offered for 
self-service merchandising. Prod- 
ucts on the new skin-plastic cards 
include Dazy hollow wall anchors, 
toggle bolts, nail anchors, fiber 
plugs with screws, Dart carbide 
masonry drills. Complete installa- 
tion instructions are printed on re- 
verse side of card. Arro Expansion 
Bolt Co., Dept. HA, Marion, Ohio. 


Item 9 
Gaslight reproductions 


These newly designed gaslight 
reproductions for home decor are 
fashioned in polished brass or 
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matte black with 6-in. opal globes. 
Available in ceiling or wall fixtures 
for dining room, foyer, and family 
room. Gaslight chandeliers are 
available with 2, 3, or 5 globes, and 
have a swivel mounting which 
keeps them in straightline suspen- 
sion. Gill Glass & Fixtures Co., 
Subsidiary of Progress Mfg. Co., 
Castor & Tulip Sts., Philadelphiu 
34, Pa. 


Item 10 
Line of aluminum signs 

Here’s a line of aluminum signs 
with lifetime finish by Macklan- 
burg-Duncan. Line consists of 129 
different titles to choose from in 
two sizes, 2% x 10-in. and 7 x 10-in. 


Made of aluminum sheet with a 
permanent vinyl and enamel finish. 
Has embossed ridge near edges for 
added strength. A free display 
carton is available with any assort- 
ment of 102 signs or more. Mack- 
lanburg-Duncan Co., Dept. HA, 
Box 1197, Oklahoma City 1, Okla. 


Item 11 
Lawn & garden sprayers 

Three promotional - priced lawn 
sprayers by Universal Metal have a 
rust-resistant galvanized steel tank, 
electric seam welded, and a 30-in. 
heavy-duty plastic spray hose. 
Other features are a 12-in. brass 
extension rod with nozzle that ad- 
justs to coarse or fine spray, a 
safety-type pump and a plastic han- 
dle. Model Mark I has 114-gal ca- 


pacity. Suggested retail is $8.59. 
Model Mark III has 3-gal capacity, 
funnel top and a 40 x l-in. carry- 
ing strap. Suggested retail is $9.59. 
Model Mark VI has 3-gal capacity, 
open top and a 40 x 1-in. carrying 
strap. Suggested retail is $11.69. 
Universal Metal Products Co., Div. 
of Air Control Products, Inc., Dept. 
HA, Saranac, Mich. 


Item 12 

Molly screw anchor wrench 
This handy wrench is made to 

keep any size Molly screw anchor 

from turning while being installed 

in soft or brittle wall materials. 

The wrench is placed between wall 


and cap of an inserted screw 
anchor. Cap prongs fit into wrench 
grooves which prevent anchor from 
rotating while installer makes first 
few turns of screw. Molly Corp., 
Dept. HA, 230 N. Sth St., Read- 
ing, Pa. 


Item 13 
Poultry water warmers 
A new poultry water warmer for 
shallow troughs is offered in auto- 
matic or regular models. Designed 
(Continued on page 38) 
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A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
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NEW FROM THE WORLD’S LARGEST MANUFACTURER OF FIX-UP, PAINT-UP TOOLS 


Take -it- Off 
Put-it-On 
Tool Center 


The most complete, fast selling assortment of Fix-Up, 
Paint-Up Tools ever assembled and merchandised on 
one modern store fixture. This All-American-made prod- 
ucts Center features 25 different self-serve packaged, 
best selling tools for the new or modernized store. The 
Tool Center is of wood construction and finished in pea- 
cock blue and features an attractive and informative 
two-sided identification sign. Tool Center will fit any- 
where on the sales floor in with other fixtures or as an 
end unit for counter or gondola. Write Hyde to obtain 
full particulars on how to get this attractive fixture with 
tool assortment for your store. 


No. 500 


HYDE MANUFACTURING CO. 
Southbridge, Massachusetts, U.S.A. 


COUNTER Smorgas-bhoard 
New, versatile No. 400 4-way 
Fixture displays 168 fast selling, 
Fix-Up, Paint-Up Tools as a floor 
unit, wall stand, counter topper 
or can be suspended from the 
ceiling. Write for particulars. 


No. C120 Tool Tower 


Hyde Floor Tool Tower with Pop- 
ular Fix-Up, Paint-Up Tool Assort- 
gi ment, thousands now in use. 
Want more facts? Circle 110, p. 35 
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BUYING CHECK LIST 


(Continued from page 34) 


to keep water at about 50 deg F, 
it consists of a heater, rated at 10 
watts per foot on 120 VAC, en- 
cased in tough Geon plastic, a 4-ft 
cord, and plug. Easily uncoiled it 
features a factory-set thermostat 
with U/L and C.S.A. approved snap 
action switch to prevent radio-TV 
interference. In lengths of 5, 10 
and 15 ft. Automatic models list 
at $8.95, $9.45, $9.95. Regular 
warmers list at $3.95, $4.95, $5.45. 
Smith-Gates Corp., Dept. HA, 
Farmington, Conn. 


Item 14 
Steel alley wall anchor 


The Drilset Anchor has a pre- 
assembled expander plug which is 
set tight with a few strokes of a 
hammer. It eliminates the need for 


chucks. May be used in concrete, 
brick or concrete block. Holding 
power ranges from 2,880 to 10,500 
lb. The Anchor is available in 4, 
32, % and %-in. sizes. U. S. Ex- 
pansion Bolt Co., Dept. HA, 500 
State St., York, Pa. 
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Item 15 
Three-way mirror vanity 


The Groté mirror vanity is de- 
signed to eliminate the moisture 
problem. Usable three ways, it has 
a stainless steel one-piece top and 
cabinet sides. There are no rivets, 
screws, nor sharp edges. Mirrors 
are framed in stainless steel on all 
four sides and have 6-in. hanging 
slots for convenient horizontal ad- 


I 





justments. It may be sold three 
ways—mirror separately, cabinets 
separately, or in combination. This 
enables dealer to limit inventory. 
Vanity cabinet has face flange re- 
cessed 15 deg to give picture frame 
effect. Tooth brush holder in- 
cluded. Grote Mfg. Co., Cabinet 
Div., Dept. HA, Madison, Ind. 


Item 16 
Rifle, pistol hobby kits 


The Pyro Plastics western saddle 
gun, illustrated, is a 3 ft, 4-in. sad- 
dle rifle for mounting or playing. 
It has an operating trigger and 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


hammer, cocking lever, sliding bolt 
and ejector cover and movable rear 
sight. Lists at $2.98. A 36 Civil 
War Navy replica is designed to 
look like the 36 calibre cap and ball 
pistol used by officers. This 14-in. 
model, molded in gun metal blue 
has several operating parts. Cylin- 
der rotates. Trigger, hammer 
and ramrod all are working parts. 
Lanyard ring on the butt adds to 
authenticity. Pistol is packed in a 
see-through plastic window. Lists 
at $1.29. Pistols and saddle guns 
are available to dealers as parts of 
several assortments. Pyro Plastics 
Corp., Dept. HA, Pyro Park, Union, 
Nd. 


Item 17 

Ripple-edge steak knives 
Russell’s gift packaged set of six 

steak knives features a_ razor 

ground Ripple-Edge blade. The 

knives are of stainless steel and 


have laminated wood handles. The 
gift package serves as a holder for 
knives when not in use. Retail price 
is $7.50. Russell Harrington Cut- 
lery Co., Dept. HA, Southbridge, 


Mass. 


Item 18 
Hand carved game call 


Magnum’s Sonderman 66 game 
call is handcarved and finished, and 
is fitted with a German Silver reed. 
Its larger than average size makes 
it heard at comparatively great dis- 





ITEM NUMBER ON FREE POSTCARD, P. 35 


tances. There are five Magnum 
Calls for ducks; others for geese, 
deer, predators and crows. Their 
appearance and quality makes them 
ideal for gift items. Philip S. Olt 
Co., Dept. HA, Pekin, Ill. 


Item 19 

Easy to assemble doll kit 
Honey Hug is an easy to assem- 

ble clutching doll kit. The kit con- 

sists of two black, imprinted head- 


and-body shaped Qualatex balloons, 
pink skirt, earrings, feet and arms. 
The punch-out accessories and bal- 
loons are contained in a four-color, 
polyethylene covered pack. It re- 
tails for 29¢. Pioneer Rubber Co.., 
Dept. HA, 1936 Tiffin Rd., Willard, 
Ohio. 


Item 20 

Lantern has spot, flasher 
Fishermen and hunters will want 

the Eveready Fire-Ball No. 200 

lantern with bright white spot and 

red flasher. It has a handle for 


carrying, hanging on the wall, or 
for placing on the ground. The han- 
dle also has a built-in bottle opener. 
Reflector is protected with an un- 
breakable Bezel type lens. Red 
fresnel flashing signal light in dome 
has storage space for two spare 
bulbs. PR-13 lamp and Eveready 


509 lantern battery provide the lan- 


tern with powerful pre-focused 
spot. A #407 lamp is used in red 
flasher. Both lights are operated 
by four-way rotary switch. Union 
Carbide Consumer Products Co.., 
Div. of Union Carbide Corp., Dept. 
HA, 270 Park Ave., New York 17, 
NM. 2: 


Item 21 

Weatherproof cover assembly 
The WR&6C Weatherproof Cover 

Assembly is offered for unusual 

and more difficult receptacle instal- 


lations. Complete cover may be 
swiveled to any point within a full 
circle and locked in place. Assem- 
bly will accept all standard single- 
gang receptacles including 20 and 


30 ampere three-wire twist-lok 
types. Cover plate is made of heavy 
gage solid brass, and is supplied 
with self-seal gasket and mounting 
screws. Its gasketed, die-cast 
aluminum snap-cap employs a 
stainless steel hinge-spring. Per- 
fect-Line Mfg. Corp., Dept. HA, 
Hicksville, L. I., N. Y. | 


Item 22 
Deluxe model hedge shear 
Village Blacksmith’s No. 5000 
hedge shear has furniture grained 
handles and gold plated appoint- 
ments. Shock absorbing rubber 
bumpers increase ease of operation. 
Hardened cutlery steel blades have 


a ly-in. cutting surface. The upper 
blade has deep set notches, and the 
lower end is notched for pruning. 
Village Blacksmith Div., General 
Metals Corp., Dept. HA, Water- 
town, Wis. 


Item 23 
Tubular steel bed rail 

A deluxe version of the Cal-Dak 
bed rail features solid panel sides 
decorated with dainty nursery pat- 
terns. Panel provides full protec- 
tion for a baby and adds attractive 
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eye-appeal when regular bed is 
converted to a junior bed. Offered 
in two patterns: Little Lambs in 
pink and Choo-Choo in blue, on a 
white, washable, plastic-finished 
surface. Rails easily installed by 
sliding the swing-out, lower sec- 
tions between mattress and box 
spring. There are no bolts nor 
clamps. Tubular steel frame fin- 
ished in rust-resistant, non-toxic 
bronze-tone enamel. Rail is 40 in. 
long, 13% in. high, folds flat for 
storage or travel. Usable singly or 
in pairs. Retails at $4.95 each. Cal- 
Dak Co.., Dept. HA, 1726 S. Del 
Mar, San Gabriel, Calif. 


Item 24 


Emergency roof cement 


Gibson-Homans’ roof cement is 
especially formulated for emer- 
gency roof coating and repair on 
cold, wet and snowy days. Called 
Handi-Gard, it is quick sealing and 


fs easy to apply. Has long wearing 
asphalt base reinforced with Cana- 
dian Asbestos Fibre. Gibson- 
Homans Co., Dept. HA, 2366 Wood- 
hill Rd., Cleveland 6, Ohio. 


Item 25 
Packaged crab grass killer 


Dow crab grass killer is based on 
Zytron, a new non-arsenical herbi- 
cide. This granular product for ap- 
plication in the spring is particu- 
larly suited to the typical Merion 
or Kentucky bluegrass lawns of 14 
northeastern and north central 
states. Use as directed, it can be 
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CRAB GRASS < 
KILLER 


This one really woris 


"GR GPMING USE 


% 


“> CRAB GRags aiiier 


used without hazard to children or 
pets and may be applied with any 
standard spreader with settings 
given on bag. Two sizes offered, 8- 
lb bag to cover 1000 sq ft, 20-lb bag 
for application to 2500 sq ft. Dow 
Chemical Co., Agricultural Chemi- 
cals Section, Dept. HA, Midland, 
Mich. 


Item 26 
Barbecue tool assortment 

This C-3000 Mr. Cheftender holds 
an assortment of 54 barbecue tools. 
Retail value is $61.80. All tools are 
pre-priced and have a_ colorful, 


i ACCESSORIES 


& COMPLETE SELECTION # 


descriptive point of sale tag. The 
28 x 16 x 10-in. counter rack is free 
with assortment. Mr. Bartender 
Products, Inc., Dept. HA, Torrance, 
Calif. 


Item 27 
Rock scoop for hobbyists 


This Gem Scoop, made of 36-in. 
long, strong aluminum alloy, adds 
to the fun of the rock collector’s 


hobby. It gets gems and rocks un- 
der logs, brush, rocks or out of 
water. It rakes, picks-up, and is a 
nonslip cane that can be used for 
rock climbing. Grip is made of 
Nylon-Vinyl, molded on permanent- 
ly. List price is $7.50. Estwing 
Mfg. Co., Dept. HA, Rockford, Ill. 


Item 28 
Lock with removable core 


The pin-tumbler lock mechanism 
of Yale & Towne’s removable-core 
cylinder lock can be instantly re- 


moved by use of a special key. 
Makes simple work of rekeying, 
replacement or shifting of locks 
from one door to another. Locks 
are available in dull or bright 
brass, chrome, stainless steel and 
anodized aluminum. Yale & Towne 
Mfg. Co., Dept. HA, Chrysler 
Bldg., New York 17, N. Y. 


Item 29 
All-purpose lubricant 


Slikkit is an all-purpose lubricant 
that won’t melt, freeze, or wash 
away. It’s ideal for use on appli- 
ances, autos and farm machinery 
and equipment. The _ lubricant 
comes in tubes bubble-packed on 
individual display cards. A coun- 








HOPPE’Shke= 


DE LUXE 


than ever! ~~ —— : 


GUN CLEANING OUTFITS 
Show ‘EM aud you Sell ‘EM! 


Put Hoppe’s Outfits Right On Your Counter 


Millions of hunters and gun fanciers have proved Hoppe’s Gun 
Cleaning Outfits best! Hoppe’s Outfits contain everything needed 
to keep guns in A-1 condition — famous Hoppe’s No. 9 Solvent, 
Oil, patches, wipers, nylon bristle brush, cleaning rod, instruc- 
tions. All in a beautiful redwood chest (De Luxe: $3.75 retail) 
or in a sturdy green enameled steel carrier (Utility: $3 retail). 
Sells on sight the year ‘round. Perfect for gifts. 

Display them for fast turnover. 





UTILITY 


ASK YOUR 
JOBBER FOR 
HOPPE’S 


2314A N. STH STREET « PHILADELPHIA, PA. 

















Add to your profit picture: suggest 
“SCOTCH” BRAND Masking Tape 
with every paint sale. 








++ WHERE RESEARCH I$ THE KEY TO TOMORROW 


INTRODUCED AT THE 
NATIONAL HARDWARE SHOW 


OVW. 


‘Turner 
does it again! 


) 


om 


REPLACEABLE TANK 
FOR ALL PROPANE TORCHES, 
STOVES AND LANTERNS 


7%)* MORE FUEL 


THAN ANY OTHER REPLACEABLE TANK 


AT NO EXTRA COST 


SAME RETAIL PRICE ONLY $1.94 


yottest. — 
oFF 


Turner 


PROPANE FUEL 


PROFIT PACK 


AND 


DISPLAY 


You buy 3 Torches 
and 4 Tanks 


You get 2 FREE 


You sell all of 


This is a good deal you just can’t 
them for 


miss. You buy and sell the three 
Turner Torches with the big, big 
propane tanks. The six other tanks 


YOUR PROFIT iS $13.22 
actually cost you only 89¢ each. 4] 7 
It's a limited time offer. Buy now! OR °o 


Phore Your Wholesaler NOW! 





825 PARK AVENUE + SYCAMORE, ILLINOIS 


SCOTCH’ IS A REGISTERED TRADEMARK OF THE 3M CO 
_ *. 
Miienesora Jffinine ano (\fanuracrurine COMPANY Y | urner orpo ration 
aa 


Shipments made in 24 Hours 


Want more facts? Circle 112. p. 35 
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There's just one 
reason why more 
stores sell Atlas 
Tacks, Nails and 
Brads than any 
other brand: 


BETTER 
PROFITS 











But there are four 


reasons why they 


| make better profits 
with Atlas: 


1. Better displays | 


2. Complete line 
3. Faster turnover | 


“BETTER 











PACKAGES 


Famous Atlas “Window Box’’ sells 
everywhere at 15¢ fox 2 full ounces. 
Compared to plastic tubes and 
smaller boxes at 10¢, your cus- 
tomers get up to 100% more qual- 
ity merchandise and you get 65% 
to 100% more profit. Everybody 
wins with better Atlas packaging. 


Fairhaven, Mass. e Henderson, Ky. 
1810-1960 


ONE HUNDRED AND FIFTY YEARS OF SERVICE 
Want more facts? Circle 113, p. 35 
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ter display rack, holding 12 tubes 
of Slikkit, is also available. Chemzi- 
cal Products Div., Bridgeport Fab- 
rics, Inc., Dept. HA, Bridgeport, 
Conn. 


Item 30 
Decorated glass tumblers 


Anchorglass Royale Bleu deco- 
rated tumblers are offered in six 
popular sizes, 114-0z whiskey, 4-oz 
cocktail, 5-oz fruit juice, 9-oz old 
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fashioned, and 12- and 14-o0z tum- 
blers. Design is a blending of 
Royale Bleu Lustre and 22 K gold. 
Anchor Hocking Glass Corp., Dept. 
HA, Lancaster, Ohio. 


Item 31 
Electric fan specials 


To be produced in limited quan- 
tities for retail sales in January 
are three G E electric fans with no 
manufacturer’s suggested retail 
prices. Model P-5, adjustable from 
45 to 58 in. heights will tilt to a full 


360 deg on the stand. It has a 
push-button switch. Model W-16 is 
a two-speed 20-in. portable fan, 
with push-button switch. Model W- 
17 is a two-speed electrically re- 
versible 20-in. portable fan. Each 
has trimline styling in spruce blue 
and white, protective grill guards 
and front guard that snaps out for 
easy cleaning. General Electric 
Co., Dept. HA, 1285 Boston Ave., 
Bridgeport, Conn. 


Item 32 

Closet bar demonstration 
Here’s a three-color display with 

a 12-in. demonstration bar, com- 

plete with sliding nylon _ hooks. 


VALET 30 CLOSET BAR 


With EASY-GLIDE MANGER HOORS ite: 
TO FIND CLOTHES FasTeR 
Eas? 10 stall 

A 


This display takes limited counter 
display space but is to spotlight 
features of the Wessel bar and pro- 
vide a demonstration unit. Wessel 
Hdwe. Corp., Dept. HA, Philadel- 
phia 23, Pa. 


ltem 33 
Rotary power mower line 

The Ross line includes 20, 22 and 
24-in. models in four series. All 
models have staggered-wheel de- 
sign to prevent scalping tough-to- 
cut areas. They also have specially 
honed Sta-Sharp cutting blades. 
The vacuumatic action is a power- 
ful suction created to lift grass 
into perfect cutting position. Extra 
strength is given to mower housing 
with rugged reinforcing plates on 





deck as part of wheel attachment. 
A free leaf mulcher is supplied 
with each mower. Lawn Mower 
Dept., Chain Bike Corp., Dept. HA, 
350 Beach 79th St., 
Beach, N. Y. 


Rockaway 


Item 34 
Turbine action garden spray 
The Whirling Dervish is a new 
type turbine action garden spray 
for newly or well established lawns. 
A quarter turn of a circular device 
gives a fine mist which will not 
wash away soil. It is rust proof, 
unbreakable, non-clogging and will 


provide coverage for up to several 
thousand square feet. Available 
with spike list 79¢, and on a ped- 
estal list 98¢. Commonwealth Plas- 
tics Corp., Dept. HA, Leominster, 
Mass. 


Item 35 
Combination painter's tool 

This UP2 Utility Patcher is a 
stainless steel combination scraper, 
putty knife, and trowel. The tool is 
for use in patching plaster, putty- 
ing windows, scraping and cleaning 
in corners and narrow _ spaces, 
patching cement, pointing up brick 
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Soldering 


~ SALTS 


d-and-butter’ 
profit-makers! 
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Because it’s more profitable than most 
other items, KESTER SOLDER has a day- 
in day-out sales potential in your store. 
Be sure you're well stocked on all 
Kester products... be sure your cus- 
temers can see them... then you'll be 
sure to do the business you should in 
Kester... first name in Solder! 


KESTER 
SOLDER 


“Soldering Simplified” is a 16-page bro- 
chure that creates more solder custom- 
ers for you. Write for your stock of 
“give-away” copies today! 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue © Chicago 39, Illinois 
Newark 5, N. J. © Anaheim, Calif. ¢ Brantford, Ont., Canada 


Want more facts? Circle 114, p. 35 
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WUT ELL | 


pick up 
MONEY 


with a 
MAGNET! 


(profit, that is) 


with the New 
MAGNETIC 
PICK-UP 
FINDER 


Proved 
in Industry... 
now available to 


hobbyist 


or home-owner 
e Lifts up to 5 lbs. 
¢ Unaffected by 

oil or gasoline 
¢ Insulated grip 
¢ Flexible steel shaft 
Retrieves lost or hard- 


to-find objects from any 
angle. 


THU HHA HMAUUUHHHHE 


Each unit mounted on 
colorful display card — 
catches the eye, tells the 
story, sells itself. 


Contact 
ULLMAN 


DEVICES CORPORATION 
Ridgetieid, Connecticut 
P.O. Box 398 


leaders in the field 
of magnetic and 
inspection devices 
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cr KNIFE 


, , 
RAZOR KNIFE 


mortar, and setting tile. The tool 
is mounted on individual red and 
white prepriced cards, packaged in 
units of 12. Red Devil Tools, Dept. 
HA, Union, N. J. 


Item 36 
Automatic lawn sprinkler 


The Rainger automatic lawn 
sprinkler will follow the hose in any 
desired pattern, and shuts itself off 
when the job is done. Interchange- 
able wheels provide 2-speed opera- 
tion. The tractor-type wheels oper- 
ate efficiently on both flat or steep 
grades. The Rainger can sprinkle 


areas of 50 x 200-ft. H. B. Sherman 
Mfg. Co., Dept. HA, 22 Barney St., 
Battle Creek, Mich. 


Item 37 
All-surface marking pencil 
The Film Marker pencil is an all- 


| surface type for writing on film, 


wet or dry coatings, and on all 
glazed surfaces—negatives, plas- 
tics, metals, glass, paper, wood, 
ceramics, laminations, etc. It has 


lead base of specially formulated 
graphite encased in straight grain 
cedar wood. It can be sharpened in 
any conventional manner to permit 
fine, legible writing on surfaces 
heretofore unsuitable for fine detail 
work. Mark may be wiped away 
without trace with stroke of a 
damp cloth or cleaner’ eraser. 
Joseph Dixon Crucible Co., Dept. 
HA, Jersey City, N. J. 


Item 38 
Aluminum hose hangers 


The Paleo all-aluminum hose 
hanger has a deep track with raised 
guiding edges to keep hose from 
kinking. The hanger bracket is 


suspended by cadmium-plated 
screws. The holder accommodates 
100 ft of %-in. hose full of water. 
Worcester Pressed Aluminum 
Corp... Dept. HA, Hope Ave., 
Worcester, Mass. 


Item 39 
Salt for water softeners 
Sterling Brine Crystals, a rock 
salt product for use with fully auto- 
matic double-tank water softeners, 
may also be used with manually 
operated types. These crystals dis- 
solve evenly and thoroughly in the 
brine tank. The clear, fully-satu- 
rated brine regenerates the water 
softener. Offered in 50 and 100-lb 
bags with colorful red and blue let- 
tering on background of light blue 
and white. Sides of each package 








6000 NEWS LETTER from 


MERRY CHRISTMAS AND A 
HAPPY NEW YEAR TO ALL! 


It’s been a good year for our stick-em-up stuff and we have 
you, your customers and our very good products to thank 
for it. Mother and al! the rest of us wish you and yours 
the very best in 1961 .. . and we'll do our best to see that 
you get it. 


are calibrated for convenient meas- | OUR E-POX-E HAS THE 
uring of the amount of salt used. . G00) HOUSEKEEPING GUARANTY 


International Salt Co., Dept. HA, 
Clarks Summit, Pa. 3 DURO-PLASTIC E-POX-E GLUE now 
. has the coveted guaranty seal on every 
package. One more reason why this 
excellent adhesive belongs on your 
fix-it shelf. 


Item 40 Cordially, 


Slotted aluminum stake 


This 32 in. pointed aluminum 
lawn stake hes slots for inserting 
“on ; : | Mother's in a Gopehezep is the only mother-in-law approved line 
‘For Sale,” “For Rent,” “No Tres- 


Fagen : Holiday Spirit! 
passing,” etc., Day-Glo signs. Wel- 
: ORDER FROM YOUR JOBBER OR WRITE 
comed by women because it offers a 


businesslike sign without fasten- THE WOODHILL CHEMICAL CO. 


“Originators and world's largest manufacturers of Plastic Aluminum” 
1390 East 34th Street Cleveland 14, Ohio 


Want more facts? Circle 116, p. 35 


Sales Manager and Son-in-Law 
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The manufacturers of 


NAKER i 
This colorful, easeled Display-card ) WE SSEL : 
is your salesman and stockbo 


y. It 
does the work—creates the impulse 


| purchase. You just ring up the sale. hardware \ 
» 


: 








ers of any kind—no hammer, nails, Fe: h 
sawed off broomsticks, etc. Won't palo: Pp one | 
rust, tarnish or discolor. Retails lowers phone bills 


° ° . 
specialties { 
for 39¢. Hy-Ko Products Co., Dept. eS Hee 


‘ 

1S MLL Peon’ > _ 

HA, 6813 Hyde Park Ave., Cleve- | itn ,, extend to you their x 
land 3, Ohio. This act Peeer sincere good wishes 


tor GFFOCE Plael eeut 


annus for the holidays and 


for the years ahead 
Item 41 


Sheet metal workers’ vise er « se . 
Columbian’s Model No. 224% 


vise is for industrial sheet metal | ' _ _ ‘. WESSEL HARDWARE CORP. 


work, auto body, aircraft, and ce eng Ro ye 919-931 N. FIFTH ST., PHILA. 23, PA. 


woodworking use. It features re- tumbler” telephone locks sell on IN CANADA 
, | i , high turnover, high ; 
placeable steel jaw faces and mal- | sight. It’s a hig ’ Geo. S. Hall Co., 25 Granville St., 


fit item. Fits all types of tele- 
leable iron unbreakable castings. hee ‘dials. at 


The vise has a 4% in. jaw width | ; EXPORT 
and 9 in. jaw opening. Throat | Contact your favorite jobber or Hall & Reis Inc., 165 Broadway, 


depth is 5% in. It also has a self- carter industries ‘ eee 
lubricating graphite bronze bear- 70 McLean Avenue, Yonkers, N. Y. La New pg — Nea 
Want more facts? Circle 117, p. 35 Want more facts? Circle 118, p. 35 
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HARDWARE 
ITEMS 


GIVE YOU 


EASY-T0-SELL 
PROFITS 


‘ez WINGED 
SHOULDER HOOKS 


Self-screw one-piece hook 
for draperies and cur- 
tains in nickel or brass 
finish. Integral wings for 
easy hand installation. 5 

sizes ('/.'" to I'/2") 

Packed 100 to a box. 


GRIES 


=z CUP HOOKS 


One-Piece Durable 
6 sizes ('/," 
Brass, 
packed 
a box, %"' 
carded in 
popular colors 
plus Nickel and 
Brass. 


eS UTILITY HOOKS 


Handy self-screw all purpose hook in 
bright plated finishes. 2-to-a-card or 
4m, in boxes of 50. 


Lacquered Brass, Nickel 
Chrome or Bright Iridite 
Finish in boxes of 25 with 
2 flat head steel screws 
per hook. 


GRIES 


WING & CAP NUTS 


Bright rustproof finish . . 
lar sizes of each. Each type 
boxed in attractive, self- seliing 
counter display assortments. 

Also available in bulk or 
b packaged 100 
to a box in 
, G@ complete 
range of 
thread sizes. 


JOBBERS: Write now for prices and 
catalogue sheets on GRC’s full line of money 
making hardware items, including DRAPERY 
RINGS, SCREEN & W/NDOW HARDWARE, 
DRAIN COCK KEYS. 

DEALERS: See your job- 

ber salesman for Immediate —— 

delivery on these and other (4 

GRC hardware items. E 


GRIES REPRODUCER CORP. 


World's foremost producer of small! die castings 
161 Beechwood Avenue, New Rochelle, N. Y. 
NEw Rochelle 3-8600 

Want more facts? Circle 119, p. 35 
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ing and swivel base that can be 
locked in any position. The vise 
weighs 60 lb. Columbian Vise & 
Mfg. Co., Dept. HA, Cleveland 4, 





to 1'%/"') in Nickel and | 


| Ohio. 


Item 42 
Reciprocal-action saw 


This reciprocal-action saw, called 
the Forsberg 707, cuts 2 in. finished 
lumber, plastics, light metals, hard 
rubber and pressed wood. It has a 
special blade holder which does not 
interfere with grip. It also has a 





4 popu- | 


tilting shoe for angle cuts, and a 
rip fence and circle cut attachment. 
An on-off toggle switch prevents 
accidental starting. Forsberg Mfg. 
Co., Dept. HA, 125 Seaview Ave., 
Bridgeport, Conn. 





Item 43 
Compact felt-tip marker 

Flash’s felt tip Pen Marker is 
pencil-thin and features a pocket 
clip and goldstone finish. The pen 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 35 


is leakproof, has spring-wick valve 
action and will not dry out when 
left uncapped. Markers are pack- 
aged under a bubble on individual 


cards or are sold on display rack 
holding 2-doz pens. Retail price is 
79¢ each. Flash Mfg. Co., Dept. 
HA, 169 Murray St., Newark 5, 
N. dé. 


Item 44 
Heavy-duty dust collector 


Delta’s new cleaning tool doubles 
as a dust collector in the home 
workshop and a heavy-duty vac- 
uum cleaner for the home. Its 1-hp 
motor sucks up 60 cu ft of air per 
minute. Drum container has 3 
bushel capacity. Suction is strong 
enough to pick up nuts and bolts. 
Can be used to clean pereace flues, 


air conditioner filters, or to spray 


paint. Motor and fan are com- 
pletely enclosed to avoid damage. 
Retail price is $49.50. Delta Power 
Tool Div., Rockwell Mfg. Co., Dept. 
HA, 479 N. Lexington Ave., Pitts- 
burgh 8, Pa. 





Item 45 

Six-inch bench grinder 
Porter-Cable’s 6-in. bench grind- 

er has adjustable tool rests, tool 

tray on top and clearance for 

straight-across grinding. The '- 


; | ) 
; eee 
ta 
u 


hp grinder operates without being 

bolted down. 
price 

Machine 


Has a special intro- 
of $39.95. Porter- 

Co., Dept. HA, 
Ae 


ductory 
Cable 


Syracuse 1, 


Item 46 

Sprinkler-irrigator package 
Proen’s display package for the 

Waterspike, Two-Way Sprinkler- 

[rrigator, the unit 

sprays in square patterns from 2 to 


shows how 


35 ft on a side. It also illustrates 
the Waterspike’s root-level irriga- 
tion feature. Proen Products Co., 
Dept. HA, 9th & Grayson Sts., Ber- 
keley, Calif. 


Correction 

Item No. 53 in the November 17 
issue on Xcelite’s leather tool hol- 
ster had an incorrect address. The 
correct address is Xcelite, 
Dept. HA, 28 Bank St., Orchard 
Park. N. _ 


Inc.» 


Another 


FULLER FULLER'S 


MASTER 
MERCHANDISING 


“FIRST” 


Fuller products are made in 
U.S.A., England and other coun- 
tries, of the highest quality ma- 
terials, by skilled craftsmen ... 
designed for service ... and 
rigidly inspected to preserve Fuller 
Quality and Reliability. 





Super Deluxe 


ADJUSTABLE 
WRENCH 


Assortment No. 1000 


Drop forged, Rockwell tested stee! 
for perfect hardness. FULL TOP- 
TO-BOTTOM CHROME, GROUND, 
POLISH. 2 eo. of 4 sizes, 6", 8". 
io", 12. . . fast sellers at $1.80 
to $4.20. Values to $5.70. Carded 
pre-priced, on FREE stond-up or 
hang up metal display rack. These 
belong up front! 


ORDER TODAY! 








§ 








New Merchandising Ideas 
Looking for more profits, 
better salesmanship? Hun- 
dreds of dealers have used 
this Hardware Age reprint as 
a source of ideas for sales 
training meetings, etc. 


More Sports’ Sales, 25¢ ea. 


How you can increase profit in 
your sporting goods section is out- 
lined in this 32-page Sporting 
Goods Merchandising Guide. Po- 
tential is analyzed, ad ideas de- 
scribed, display improvements sug- 
gested, basic stocks are listed. 


order coples from 


Readers’ Service Dept. 


HARDWARE AGE 


Chestnut & 56th Sts., Phila. 39, Pa. 


Cash must accompany order 











MOST BEAUTIFUL 
CAN OPENER 
MADE 


: > 
' 
4 


“4 | +? — . co - 4 

5 ; : p p¢ } 

: gone? remo 
\ © . 
. Sf easy ciea ‘ 
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+ 
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2 
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PORTABLE 


CAN 


on CYS ae soi 
NSN NS EE ee 

* a MERE Te ™ 
J RIVAL MANUFACTURING CO 


EO oe Kansas City 29. Missour 


Want more facts? Circle 121, p. 35 
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Imports... 


what they mean to our 


Should retailers and wholesalers 


be worried about foreign goods? 


The author’s answer is 


an emphatic ‘‘yes.”’ 


The heavy volume of imported 
goods flooding this country is rais- 
ing problems that demand careful! 
and immediate attention by the 
management of wholesale houses 
and retail stores. 

Our experience in Mexico and 
Argentina, and more recently in 
Cuba, should be fair warning that 
we cannot build a future based on 
cheap labor imports. The recent 
Japanese incident should be an- 
other warning. I personally won- 
der why American businessmen in- 
vest dollars in Japan, or in any 
country which our president may 
not visit without risk of harm. 


When we look today at the low 
rate of operations in such basic in- 
dustries as steel making, I think 
we have another warning of the 
need for all of us to take action to 
protect our future before it is too 
late. 


I fully appreciate the problem of 
dollar exchange and the social and 
political implications of the import 
trade. But isn’t it time we started 
worrying about our own future? 
Certainly we can be sure no one 
outside of this country will do this 
for us. 

Take a look around your own 
town. Who is bringing in the im- 
ported steel, textiles, toys, and other 
merchandise? You'll find these on 
the shelves of retail hardware 
stores, department stores, and other 
retail outlets, and in inventory in 
the warehouses of many, many dis- 
tributors. Everybody claims he 
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Here is why. 


must sell imports to be competitive 
with everybody else. And so we 
go endlessly around the circle. 

Now, we find ourselves in a 
‘“‘mild” recession (or whatever you 
want to call it), and at the same 
time our shelves are loaded with 
imported merchandise. Who is go- 
ing to buy this merchandise, no 
matter how cheap it may be, if 
American labor is out of work? 

The prices of finished products 
made in our American factories is 
today at about the highest levels 
on record. A primary factor in 
these high prices has been the pres- 
sure of labor unions for high wages 
and costly fringe benefits. The 
greatest beneficiary of our high 
production costs has been the union 
worker. 

Yet, these same union men buy 
large quantities of imported cars, 
tools, and other foreign merchan- 
dise because of its low prices. Why 
doesn’t union labor protect the 
source of its prosperity by buying 
American-made products? 

Top management in wholesale 
and retail firms should carefully re- 
view the buying of imported mer- 
chandise by its buyers. Is today’s 
tremendous volume justified, or are 
some buyers the victims of a form 
of hysteria, where cheapness is the 
only measure? 

Our own experience has been that 
frequently by working closely with 
American manufacturers, we can 
come up with items that will meet 
imported merchandise. 

The profit on shoddy or second 


by Ola E. Fee 


vice-president 
and 


director of purchases 
Wimberly & Thomas Hardware C 
Inc., Birmingham, Ala. 


EDITOR’S NOTE — 


The author of this article is a long. 
time hardwareman. For some time he 
has felt that the hardware trade does 
not realize the seriousness of the 
effects of high volume of imports on 
this country. He wrote this article 
and submitted it to HARDWARE AGE, 
“to encourage more study and dis- 
cussion of this serious problem." 
The article is published to encourage 
a wider, more detailed examination 
of the import subject. Comments on 
this article will be welcomed by the 
author and by HARDWARE AGE. 

Mr. Fee emphasizes that this dis- 
cussion is not intended to include 
those imports which have long been 
a part of the hardware picture. He is 
concerned largely with the vast flood 
of cheap goods that has developed in 
comparatively recent times. 

The views expressed in this article 
by Mr. Fee do not reflect in their 
entirety the opinions of HARDWARE 
AGE. However, we do share Mr. Fee's 
concern over the adverse effects of 
today’s high import volume on the 
health of our economy. 


rate goods sold to a consumer is 
often wiped out when this mer- 
chandise is returned for replace- 
ment, as often happens. 

As merchants, we must also real- 





ize that it costs us just as much 
to warehouse, display, ship, and 
bill a $2 item as it does a $3 item. 
3ut the profit on the $2 item is 
much less. 


It seems to me that we all forget | 


that when we buy a cheaper im- 
ported item, we are buying the 
labor of a person with a living 
standard considerably lower than 
ours. Will our buying this item 
raise their level, or will it lower 
ours? We are certainly anxious 
to see living standards raised in 
other countries, but this is not 
happening in proportion to the dam- 
age we do to our own standards. 

When we bring in cheap items, 
and sell them at a low price, no- 
body actually profits. The dealer 
and the wholesaler must ail sell 
many more items to make the same 
profit that would be made on one 
American product. And customers 
rarely buy two items just because 
the price is low. 

There are many people abroad 
who are interested in destroying 
our way of life. We are helping 
them do this if we persist in buy- 
ing imports because they are 
cheaper. This is a _ short-sighted 
policy and, if continued, is a sure 





A policy of prohibiting the 
substitution of imported goods 
for American goods ordered 
from its suppliers, was estab- 
lished earlier this year (See 
HA, Sept. 8, p. 100) by Wim- 
berly & Thomas. 

The announcement to sup- 
pliers warned that such sub- 
stituted goods would be re- 
turned immediately at ship- 
per’s expense, 











way to lose the freedom and living 
standards we now enjoy. 

What we sadly need, in my opin- 
ion, is a little more practical think- 
ing and a little less day-dreaming 
in our business relations with other 
countries, 

We need to join together, for our 
own good, to maintain our stand- 
ard of living. One of the most effec- 
tive means of doing this, in my 
opinion, is to encourage Ameri- 
cans to buy American made 
goods. -E'nd 


‘Cut — A Bigger Slice 
ey Of Hack Saw 


oo. Sales 


MOLY: HIGH SPEED -MOLYBOENUM 


with this 


iFREE 


STAR 
DISPLAY 


This colorful, 8’”’x 18” metal 
display holds 80 popular 
Star blades —standard flex- 
ible back and “Moly” high 
speed in 10” and 12” sizes. 
Space for prices, too! Use 
as counter display, wall 
mount or pegboard. It’s 
absolutely FREE! 











Here’s another fast mover — Star Hack Saw Blades on attrac- 
tive cards, ready for counter, bin or pegboard display. They 
tell customers how to use blades for 
specific cutting jobs. They really help 
you sell! 


Merchandise Star blades. They pro- 
mote real turnover, because they put 
the blades right in front of your cus- 
tomers and get them to buy. That 
spells more profit for you. 


They’re perfect for today’s self-serv- 
ice hardware merchandising, help 
keep stock cleaner, more orderly, and 
more attractive. 


For the Star No. 120 Display FREE, or to order card mounted blades, 
just call your wholesaler. GP 2764 


i EN CLEMSON SS TANR 


CLEMSON BROS., INC. +- Middietown, N.Y. 


s METAL CUTTING PRODUCTS 
oo POWER HACK SAW BLADES « HAND HACK SAW BLADES + HACK SAW FRAMES 
BAND SAW BLADES + HOLE SAWS - FILES « CLEMSON HAND MOWERS 
Want more facts? Circle 122, p. 35 
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with CAMPBELL CHAI 


Self-service 
Display 
Merchandisers 
from 


CAMPBELL 
CHAIN 
“help you 
earn 

over 


100% 
MARK-UP! 


Merchandisers cost you nothing 


when you buy a chain assortment 
More sales through display —and 
every sale earns you more than 
100% mark-up 

Complete chain department 

with either unit—in approxi- 
mately one square foot of space 


Variety of assortments available. 


New display has these features: 

Load from front 

Handy bins for accessory items 

New chain cutter attached 

Handy chain-end holders 

Tilted to provide better display 

Suggested retail price sticker supplied 
Interchangeable welded and weldless reels 


Stand and cutter for light chain are supplied free 
with the purchase of various assortments. 


GET COMPLETE INFORMATION FROM YOUR 
CAMPBELL WHOLESALER, OR WRITE DIRECT 


CAMPBELL CHAIN (Consany 


FACTORIES: York, Pa.; West Burlington, lowa; Union City, Calif. 
WAREHOUSES: E. Cambridge, Mass.; Atlanta, Ga.; Dallas, Texas; 
Chicago, IIl.; Portland, Ore.; Seattle, Wash.; Los Angeles, Calif. 
Makers of Famous CAMPBELL Jiffy Lug-Reinforced TIRE CHAINS 


CAMPBELL 
CHAIN 





How to celebrate 
an anniversary 
(Continued from page 27) 


and all prices ended in 40¢. All 
merchandise carried a special an- 
niversary sale tag. This window 
was duplicated inside the store. 
For the first six weeks of the 
promotion, only housewares items 
were used in the window. The rea- 
son for this was two-fold, accord- 
ing to Mr. Herrmann. “It created 
interest in the sale, and also 
helped us promote our newly ex- 
panded housewares department 


on the second floor.”’ 


In the last weeks of the sale 
the window was set up to display 
general hardware items and paint. 
These displays were also dupli- 
cated in the store. 


Ad schedule: one-a-week 


Herrmann’s used eight newspa- 
per ads to promote the sale. The 
ads were run one-a-week during 
the eight week promotion. The ads 
invited the community to come and 
help celebrate the firms’ 40 years 
in business, and to register for the 
free gifts. 

Otto Herrmann, Inc., was opened 
in 1920 in its present location by 
Otto Herrmann Sr., president of 
the firm. Mr. Herrmann is semi- 
retired. 

Cornelius Herrmann is executive 
vice-president and general man- 
ager; Otto Herrmann Jr.. first 
vice-president; Anthony O. Herr- 
mann, treasurer; Gustave D. Herr- 
mann, secretary; Minnie Herr- 
mann, assistant secretary. 





HARDWARE HUMOR 


v ay KS) 


''My brother designed this shopping 
center.” 


< Want more facts? Circle 123, p. 35 





Our customers need help! 
(Continued from page 25) 


for a “screw driver,” or a Phil- 
lips, depending on which 
was required. 


type 


Not now! 


If his plumbing’s frozen he 
starts by saying, “My pipe under 
the house leading to the toilet is 
‘busted’ from the cold. I need a 
piece of pipe about so long and 
one of those things that goes 
around from one pipe to the other 
at an angle. 

These fellows used to burn me 
up, until one day I caught on al- 
most by accident. I’ve been mak- 
ing more money ever since by tak- 
ing a different attitude towards 
this new type of customer. It 
happened this way. 

I had just finished wrapping up 
some hinges for a customer. I'd 
rung up the sale on the cash regis- 
ter, and thanked him, when I saw 
a young fellow about 30 coming 
down the aisle dragging 50 ft of 


garden hose behind him. 

When the man reached the 
counter he held up one end of the 
hose and said, “it leaks here. Will 
you put a new end on it for me?” 
I wanted to scream. 

Instead I held my temper and 
motioned him to the back room, 
cut off the hose, and attached a 
new coupling. “Do you want a 
new one on the other end?” I 
asked. 

When this was finished, I casu- 
ally remarked, “Looks like you 
leave your hose on the ground 
when you’re not using it. If you 
had one of these hose holders 
that screws on the side of the 
house, your hose would last long- 
er,” 

“Good idea,” he said. 

Not much happened the rest of 
that day to upset me, but that 
night after dinner I got to think- 
ing about the young fellow with 
the garden hose. 


My first impulse was to call him 
a dummy, but I had held my tem- 
per, helped him, and instead of 
selling him one connection, I had 
sold him two, plus a hose holder. 

And the more I thought about 
him the more I realized that al- 
though his was an extreme case, 
he really wasn’t too different from 
our other customers these days. 
Many of them are the do-it-your- 
self crowd who don’t know much 
about how to do it, but they want 
to learn. In so doing they spend 
real money. 

They are the ones who need, 
and appreciate, helpful sugges- 
tions. I suppose it can truthfully 
be said that they don’t know much, 
but they want to learn, and they 
have the money. 

Furthermore, the hardware man 
who will take an interest in their 
projects, and give them honest, 
helpful suggestions, is bound to 
increase his business. ————End 








SS 


3/16” to 1” 
Straight or 


Reduced Shank #& 
FROM $182 " 


LIST 


TEC IMPORTS - 





“GRANITHARD™ 
CARBIDE TIPPED 
er GUARANTEED) 


<>, MASONRY DRILLS 


15001-03 CALIFA, 
VAN NUYS, CALIFORNIA 


FROM 6 INCHES 
TO 10 FEET LONG ~ 


Sold by Electrical, 











Want more facts? Circle 124, p. 35 


' 2 — THING 


"TAI As LING : eueCTRICITY = 


Tap-A-Line — 
mounted on or 
behind work benches, 
in the lab, on test tables, 


in lamp or appliance stores — 
provides multiple taps from a ingle 7 
power source. Safe — concealed conductors — 
tight positive contacts — easy to install in any position. 
Electronic and 
Hardware Jobbers and Dealersj77))) \Wy 


Tap-A-Line Mfg. Co. 


P.O. Box 563 
Pompano Beach, Fila. 


——— 


Lea— 
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Write for Free 
Sii-iaehitia- 


ALWAYS SELL GENUINE 


SCREW INN Tal To) 1 bind JACK NUTS. 


Want more facts? Circle 126, p. 35 
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Reading, Pa. 











PLASTIC 
PAPER 
COTTON 


PAINTERS DROP CLOTHS 


D.C May Ma-Coepe Co 


DurnAM, Nortu CAROLINA 
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from Hardware Age Readers 





Sell quality, not price 


Dear Editor: 

. the average customer, given 
a suitable choice and a reason, will 
most frequently buy a quality 
item.” 

The only fault I find in the above 
quotation from the editorial on p. 
7 of the Oct. 20th issue is that it 
was not displayed on the entire 
front cover. 

A new day of prosperity wil! 
dawn for the hardware industry 
when it gets back to selling hard- 
ware items in terms of what they 


will do for the purchaser, instead 
of trying to use cut prices as the 
principal sales argument. 

It should be realized that the de- 
sire for the possession of prac- 
tically every hardware item must 
first be created in the minds of the 
prospect in terms of what the prod- 
uct will do for him. Once this de- 
sire is created, the sale is already 
made. When the seller cuts the 
price, he actually cuts his own 
throat. 

Many promotional groups are 
now being formed. These groups 
are composed of a _ considerable 
number of high grade non-compet- 
ing wholesalers who join in putting 
out co-operative promotional circu- 


lars for their dealers. Unfortu- 
nately, too many of these groups 
seem to feel that cut prices are 
their only selling weapon. I am 
sure that the results would be far 
more satisfactory if the copy were 
largely devoted to the quality and 
utility values of the products of- 
fered. 

It has been our privilege to have 
the superior quality and advantages 
of Wrap-On products featured in 
many of these promotions. Often 
Wrap-On has been the only product 
in the broadside that is priced at 
regular list. The fact that the 
same product is listed year after 
year is convincing evidence that cut 
prices are not essential to the suc- 
cess of a promotion. 

It may take time, but I am sure 
that the hardware trade will even- 
tually come to realize that the sure 
way to make profits is to sell hard- 
ware instead of trying to sell 
prices. 

Cordially yours, 
T. C. Russell, 
President 
Wrap-On Co. 
Chicago, III. 











| Sell the 4 out of 5 women customers 
wt who own and use a sewing machine! 








Just set the ” 


a iZ } A A 
} N@w-Way 
— ra 
~* 4 rs . ry i 
\ - - 
2 yz Sally 
meet NLA PAE Y | \ 


SEWING MACHINE CENTER 
oll —— ili 


Busy Susan” on 
your 
counter and let it sell for you! 


5 YEARS OF 
MERCHANDISING 
RESEARCH 
PROVIDE YOU 
WITH ONLY 
FAST MOVING 
‘ees 


f mot A SINGLE 
SLOW-MOVING 
ITEM! 








7 REASONS WHY THIS SELF-SERVICE SEWING 
ACCESSORIES DISPLAY IS A MUST: 


1. SPACE SAVING—Takes up air space, not floor space. Only | 
142 sq. ft. on cour 

2. CASH & CARRY—Low Prices, from 25¢ to $1.49, mean cash | 

3. GOOD PROFITS—Over 662% profits on cost 


4. ATTRACTIVE DISPLAY—Revolving rack, with colorful pack - 
ages NAME 


WRITE NOW FOR 
COMPLETE DETAILS! FIRM! 


SEWING MACHINE COMPANY 


PARTS & ACCESSORIES DIVISION 
P. 0. Box 25901, Los Angeles 25, California 


purchases GENTLEMEN: | am interested in increasing my 
gross sales NOW! Please send me full details 
on the complete New-Way Accessory Line. 


BACKED BY A 
102-YEAR-OLD 








5. TRAFFIC GETTER—A complete sewing machine notions de- FIRM 





véw Customers 


partment to bring in ADDRESS 
6. REPEAT BUSINESS——Provides all the accessory needs of 








women who sew—keeps your Customers coming back CITY 
EASE OF HANDLING—F 0.B. your warehouse or store. All STATE 











transportation pre-paid to your warehouse PHONE — 
= 
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Here’s More 
Than A Nail To 
Sell To Dry Wall 

Customers 


OO i an I me nt 


Joli. tii). 





It’s a Brand New Technique To Cut Material 
and Labor Costs and Stop Nail Popping 


This revolutionary nail has caught on fast. So 
fast that Sheffield has had to switch more facil- 
ities to its production in order to supply dealers 
with stock. Here are the reasons for its surging 
demand. 


1. This brand new conical-nub headed nail 
will fasten 25°% more dry wall per cwt. 
than its .098 predecessor. 


2. The nub in the conical head and the mod- 
ified ring shank facilitates faster nailing 
saves one hour per house. 


You can readily demonstrate to your dry wall 
customers that these two advantages alone more 
than offset the cost of the nails. 


Simply take 25% of your selling price on the 
nails and add it to the number of hours saved 
times the going dry wall labor rate. 


Stops Nail Popping or Bulging 


Your dry wall customers will readily see how 
these other advantages will eliminate complaints 
and call-back time and trouble. 


3. The nub in the center of the head takes 
the force of hammer blows—protects the 


thin. conical head from distortion and in- 
creases the bond of the sealing compound 
to steel. 


. The conical head is thin so that the final 
hammer blow countersinks it with its mm 
flush with the wall surface. Breaking the 
paper surface is virtually eliminated and 
smooth taping of the joints is made easy. 


. Annular rings placed at the mid-section of 
the shank concentrate the holding power 
in the wood at the point where needed— 
preventing popping of nails or bulging 
of the heads. 


. When the wood dries and shrinks, the nail 
moves with it. The tension of the counter- 
sunk conical nail head is maintained. The 
dry wall is held tight against the lumber. 
The scientific positioning of the rings on 
the shank is important because wood 
shrinks from the outside inward. Dry wall 
workmen like it too because the nails can 
be handled without irritating fingers. 


Dealers! Contact your distributor quickly because 
this new dry wall nail is the fastest selling Shef- 
field nail yet. Patent is applied for. Only Sheffield 
distributors can supply it. 


SHEFFIELD DIVISION 


Sheffield Plants in Kansas City, Tulsa and Houston 











ARMCO STEEL CORPORATION 


OTHER DIVISIONS AND SUBSIDIARIES: Armco Division + The National Supply Company + Armco Drainage & Metal 
Products, Inc. « The Armco International Corporation + Union Wire Rope Corporation + Southwest Steel Products 
Want more facts? Circle 130, p. 35 
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ALL-NEW > 
JIG SAW ~ 
MODEL 524 $B2Is 


ALL-NEW 
ORBITAL SANDER 
MODEL 592- $3295 


NOW! UP 10 907% MARK-UP 


ALL-NEW MODELS WITH EXCLUSIVE 


ALL-NEW 
Y%” DRILL KIT 
MODEL 507— 

$3295 


Everyone’s talking about profits these days, and now Skil is 
really doing something about them. 


You get a full 50% mark-up on these new Skil models: by 
buying the new 5-Tool Assortment No. 23810. It’s a high- 
turnover assortment, too—includes just one each 14” drill, 
14” drill kit, 34” drill, sander, and jig saw. And this same 50% 
mark-up (with full 3314% profit) is yours when you buy any 
of these 6 new models in 5-pack quantities. 

But Skil gives you more than longer profits. You get faster 
turnover too. Skil has not just | but 6 brand new models, 
all engineered with the quality, features, and performance 


Want more facts? Circle 131, p. 35 
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DELUXE %” DRILL» 
MODEL 560— 


) ae : ALL-NEW 
ALL-NEW COMPACT %” DRILL 
¥,” DRILL & POWER UNIT MODEL 541- $3495 
MODEL 503— $1825 


1 ON THESE NEW SKIL TOOLS 


MATCHED STYLING ARE PRICED FOR FAST TURNOVER 


if 


you want, and all priced for fast movement at the gearing on the %” and 14” drills, new cooler-running 
retail level. motors, many others. What’s more, Skil’s new “family” 

The many quality features include a tilting base for styling helps you build sales of complete matched sets 
bevel cuts on jig saw, precision gear drive and power- of tools. Call your wholesaler today or write us for the 
ful universal motor on the sander, true double-reduction full story on these new tools. 


SKIL CORPORATION, 5033 N. Elston Ave., Chicago 30, Ill. 


Convention Calendar 





conventions shows conferences 


f | Convention Check List 
7 ‘Cabins G ; | | complete details about the conventions and s! | 














shows listed below, see the 
daisy: listing stort ng on p. 54, Dec. | issue. The next 
omplete listing will be in Jan. 12 issue 


~~ - 


volte | 
Dies and 
= Templates} 


i 
TM 


January February 


8-9 Witte Hardware Corp., Dealer 5-6 Nebraska Retai Hardwors 
Show, St. Louis, Mo. Assn., Lincoln, Nebr. 
8-10 Hibbard, Spencer, Bartlett & 5-6 Tennessee Retai Hardware 
Co. Annual Convention of True Assn., Nashville, Tenn. 
Value, Auburn, Associated & 5-7 Virainia Retail Hardware Assn., 
Buh! Sons Dealers, Evanston, Ill. Roanoke, Va. 
Weed & Co., Dealer Show, 5-8 Ohio Hardware Assn., Cleve- 
Buffalo, N. Y. and, Ohio. 
Whitlock Corp., Semi - Annual 6-7 Wisconsin Retail Hardwcre 
\Blve Wit ee Convention of their Pro Fran- Assn., Milwaukee, Wis. 
with DYKEN >t28 ————=————— chised Dealers, Yonkers, N. Y. 7-9 C. Y. Schelly & Bros., Inc., An- 
DF —— | W. A. Kiefaber Co. Lawn nual Spring Show, Fairgrounds, 
rT oe emt mT Sarden & Outdoor Living Fy. A lentown Pag. 
Popular package 8-oz. can fitted with hibit, Dayton, Ohio. Connecticut Hardware Assn. 


Bakelite cap holding soft-hair brush | -17 Ace Hardware Corp., Annual Hartford, Conn. 

for applying right at bench; metal sur- | Convention & Exhibit, Chicago. , heehee Btn “‘Masdwere 
face ready for layout in a few minutes. Cee ite . Saar 

The dark blue background makes the -18 Pennsylvania & Atlantic Seo- Assn., Little Rock, Ark. 


scribed lines show up in sharp relief, board Hardware Assn., Phila- -13 Tri-State Hardware & Impie- 
prevents metal glare. Increases effi- delohia ment Assn.. Amarillo, Texos 
ciency and accuracy. “ngachas > “pe , , “gay Ree a 
: 7 ’ - Minnesota Retail Hardware - Kentucky Retai Hardware 
Write foz full information Assn., Minneapolis. Assn., Louisville, Ky. 
THE DYKEM COMPANY -20 Nationa! Housewares Exhibit -14 Michigan Retail Hardware 
Estoblished 1920 Chicago. ssn., Detroit. 
== 2305B North 11th St St. Lovis 6, M -24 Albany Hardware & Iron Co. -14 Weste States Hardware 
= oo ~ Seu G me. Dealer Show, Albany, N. Y. r ssewore Show San Fran 


Se r tHe 7 


. “in > oa = 
WOO _ tieayaeret PO 


| 


\ 
|= 


— ————— = Intermountain Assn. of WHard- “isco. 
. Se Ee , _ 
Want more facts? Circle 132, p. 35 rts & Implement Dealers, Salt wa Retail Hardware A 
Lake City, Utah. Jes Moines, lowa. 
Pacific Northwest Hardware & . Our Own Hardware Co., Spr 
Implement Assn., Spokane ~onvention. Minneapolis. 
Wash 


-16 P odm ont Neroware Co., Gen- 
Changes se vais Gea iedmon! Hardware, C2; on 


Assn. Houston Texas. 








Oklahoma eiteined Co. An- 
New products and new eo = A vata 
United Hardware Distributing -21 New England Hardware Des 
stantly being added to Co. Annual Stockholders’: Mee?- acs: Aen . ine 

the listings for the next ing & Merchandising Show -21 West Coast Hardware 
Directory Number of Minneapolis. Housewares Show, Los Anae': 


- Van Camo Hordwore R lron - vestTer Rata Implement? 
HARDWARE AGE. fg egg age toe sic Sy 9 gs una esl. seusting OM 


. cehandic how | : |; 
Therefore, if you do not r tise Show ndianapolis 


find in the current issue aie aa SO 


of the Directory Number Implement Assn.. Denver. Colo. ee Ces 
the product you are inter- -29 Oklahoma Hardware & Imple- nas, Charlotte 7 
ested in, write to the “Who ment Assn., Oklahoma City -28 West Virginia Hardware 
L| siintinatar 
Makes It” Editor. He'll be sa | | intington, W. Va. 
nc Retail Hardwore Assn. 
glad to serve you. 


trade names are  con- 


easily 
ulU Hawaii. 8 Sorina 
| }. Federbush Co., Spring Show 
HARDWARE AGE ae ae 
-30 Frankturth Hardware Co., Mer 
chandise Clinic & Show, Mil- 
Chestnut and 56th Sts., Phila. 39, Pa. voukee. W; 
sisiana - Mississippi Reta 
Hardware Assn., Jackson, Miss. 
ndiano Retail Hardware Assn., entra! Jersey Wholesaler 
_ slic Ar y r no Asbu r Dork 
SPRING ASSORTMENT $5© Wiper tate tentang ean ‘De er Show wei 
nti Sk emt’ North Coast Retail Hardware 1. J. 
) AJAX No. 750 a n., Inc., Seattle Wash. Alabama Retail WHardwar 
~~ Neo. — Consisting of: ‘ ’ . ° 
A * METAL S-DRAWER CABINET -31 Wiscc Hardware Co. Merchan- Assn., Birmingham, Ala. 
* 1,000 SPRINGS (#1 to #100) dising School & Sales Show, 
mAh * METAL DISPLAY with SPRINGS Aadison. Wis. 

















Moaisor 
Brings of Refoil . American ch Me Supply April 

280 ° Ret $ . . i ! A 
. Oodur tout Co., Merchandi: Fair Pitts- 16-19 Southerr Hardware Conven- 
burah. tion, Miami Beach, Fla. 

“1 


For complete details about conventions and shows listed above see the Dec. | 


issue of Hardware Ace. 
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HALITE “ROAD SHOW” 
GOES INTO ITS 
SECOND GREAT YEAR! 


... to help you sell more Sterling Halite Melting Crystals! 





This winter, it’s outdoor boards again for Sterling Halite. Millions 
of people will see this big, colorful advertising campaign. The STERLING HALITE SALES SLANTS 


' 48.9% greater meiting power than other snow 
boards will be up for 60 days during the worst winter weather. and ice treatments at 30°F.! - Dissolves 46 times 


They'll be up in major markets on highways and near shopping AE Gun Wag on Snow oF lest - Mest eMestive 


; , ; spread while snow is falling or before freeze! 
centers. Halite comes in 10-lb. bags (6 to a bale), in 25-Ib. bags - Breaks up ice and hard-packed snow by fast 


with carrying handle and in 100-Ib. bags. To sell more—buy two-way action! + Use it under rear wheels of car! 
enough... so you won't run out. 


FREE: Folder of ‘Merchandising Ideas” to help you sell more _'NTERNATIONAL SALT COMPANY, CLARKS SUMMIT, PA. 


: Buffalo « Boston « Charlotte « Chicago « Cincinnati « Detroit « Newark 
Halite all winter long. Send for it today. New Orleans « New York ¢ Philadelphia « Pittsburgh « St. Louis 


Want more facts? Circle 134, p. 35 
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Business is firm at start of fall season, with 
mixed aspects seen in most general categories 


Key indicators of the national 
business picture continued to show 
many of the mixed aspects evident 
at the end of last summer. While 
the picture in general is. still 
healthy, a see-saw effect can be 
noted within the general business 
categories. 


Income 

Consumer buying power contin- 
ues to increase as the personal 
income level rises. Total personal 
income in October was at an an- 
nual rate of more than $25 billion 
higher than a year ago. Wages 
and salaries were nearly $17.5 bil- 
lion higher, at an annual rate, than 
a year ago. Government employees’ 
salaries increased in October, while 
manufacturing wages dropped 
about $2 billion from the previous 
month. Farm income increased at 
an annual rate of nearly $2 billion 
higher than a year ago. 

And as the buying power of the 


consumer’ increased, consumer 
credit rose. October figures show 
consumer credit at nearly $5 bil- 
lion higher than during October 
1959. 


Wholesale trade 


Wholesale trade reports for Sep- 
tember show that durable goods 
accounted for a $300 million decline 
from September 1959. Hardware 
wholesalers’ sales were $13 million 
less than a year ago. The whole- 
sale price index for September, 
like the retail index, showed a 
slight price increase in comparison 
to a year ago. 


Retail trade 


Total retail sales during October 
were nearly $500 million less than 
for the same month of 1959. The 
decrease was accounted for by a 
$400 million drop in durable goods 
categories, and a $100 million de- 
cline in nondurable goods sales. 


~ Key business indicators at a glance 
These key business indicators give a quick picture of general business 
trends. This information is the latest available. Reference numbers in 
parenthesis after each item tell which is the “latest month.” For exam- 


ple: (1) 


® Retail Trade 
Hardware store sales (2) 
Department store sales (1) 
All retail store sales (1) 
Factory car sales (2) 
Consumer prices, all items (2) 


Wholesale Trade 
Hardware wholesale sales 

All wholesale sales (2) 
Wholesale prices, all items (1) 


Industrial Supplies 


New Order Index (2) 


General Barometers 
Total personal income (1) 
Wages & salaries (1) 

Farm income (1) 


. (47-49 = 100) 


= October; (2) =. September. 


LATEST MONTH 
MONTH AGO 


* 
w 
. 


($ million) 237 237 
($ million) 1.2223 1.194 
($ million) 18,597 17,889 

(units) 386,694 324,020 
126.8 126.6 


mob 


ho 


($ million) 
($ billion) 


. (47-49 — 100) 


(1948— 100) 


($ billion) 409.6 408.8 384.3 
($ billion) 275.2 275.0 258.6 
($ billion) 12.1 12.2 10.1 


Industrial production (1)..(FRB index-57=—100) 110 108 105 


New construction put in place (1) 
Residential construction (1) 
Consumer credit outstanding (2) 
Electric power output (2) 
Business failures (2) 

Steel ingot output (1) 

Steel prices (1) 


.($ million) 


.($ million) 
(million kw.-hr) 


.(composite mill base-¢ per lb) 


5,092 
1,920 
94,128 
69,628 74,613 64,846 
1,269 1,315 1,144 
of cap’y) 54 53 14 
6.196 6.196 6.196 


5,234 
2,024 
53,928 


4,880 
2,036 
49,350 


($ million) 


SOURCE OF DATA: U. 8. Dept. of Commerce, except Industrial Supplies and Machinery 


New Order Index by American Supply & Machinery Mfrs. Assn. 


susiness failures by 


Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. Steel ingot output 
by American Iron & Steel Institute. Steel prices by The Iron Age. 
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tetail hardware store sales con- 
tinued to remain above last year’s 
figures, with September showing an 
increase of $10 million over a year 
ago. Department store sales were 
off about $22 million for October, 
with respect to a year ago. 

Consumer prices continued a 
very slight but steady increase. 


Industry 


Steel output in October indicated 
a slight upturn from the previous 
month, but remained far behind 
the 96 percent output level achieved 
at the beginning of this year. Steel 
prices remained at the same level 
they had been for the past several 
years. 

Manufacturing inventories in 
September were higher than a year 
ago, due to a rise in production 
volume and a general leveling off 
of new orders. 

Automobile output in September 
was 155,000 units better than for 
the same month of 1959. Last 
output was relatively low 
because of cutbacks forced by the 
steel strike. 


year’s 


Construction 

The construction industry as a 
whole had an October increase of 
more than $200 million over last 
October. The increase was due 
primarily to government building, 
since private construction contin- 
ued to decline with respect to year- 
ago figures, as it had done for the 
previous eight months. 


Industrial supply sales 
drop 7 pct in October 

Wholesalers’ industrial supplies 
and equipment sales in October 
were 7 percent less than during 
October 1959, reports the National 
Industrial Distributors’ Assn. 

Sales for the first 10 months 
were down slightly from last year. 
Accounts receivable as of Oct. 3 
were down 3 percent as of the 
same date last year. Inventories 
were up nearly 2 percent. 


Business failures rise 

Commercial and industrial busi- 
ness failures rose during the week 
ended Nov. 17, reports Dun & 
Bradstreet. Failures numbered 
329, compared to 298 for the pre- 
ceding week and 287 for the com- 
parable week in 1959. 





80,000,000 


a year market ; 


Get your share with 
the World's fastest selling 
chain saw—McCULLOCH! 


Here's the tool for your trade! Home owners, 
gardeners, farmers, builders, vacationers, anyone 
and everyone who spends time out of doors and 
time in your store is a ready customer for a light- 
weight McCulloch chain saw. This versatile power 
tool makes tough jobs easy... cuts firewood, clears 
weeds and brush, trims trees and hedgerows, digs 
holes, does hundreds of other jobs. And McCulloch 
means more profit for you because it’s the only pro- 
fessional quality chain saw at an economy price. 
Get your share of the multi-million dollar chain saw 
market by stocking the fastest selling chain saw on 
the market — McCulloch! 

Professional features, orass'] AG?" 

LOW AS 


economy price, high profit. 
with full 16” bar 





McCULLOCH PROFIT FACTORS! 


@® Number One in World Sales—a pref- 
erence you can't beat. 


@® Increased discounts make it easier 
than ever to boost your profit margin on 
fast selling McCulloch products. 


Mm 


McCulloc 


NUMBER ONE IN WORLD SALES 


McCulloch Corporation, Los Angeles + Marine Products Division (Scott Outboards), Minne- 
apolis » McCulloch of Canada, Ltd., Toronto - McCulloch international inc., Los Angeles 


socos LEADERSHIP THROUGH CREATIVE ENGINEERING 


® Versatile McCulloch accessories add 
extra profit to every sale. 


@ New Super Pintail®. chain is the best 
chain available and it’s exclusive with 
McCulloch dealers. 


@ McCulloch backs you with a national 


CHAIN 
SAWS 


Name 


advertising campaign, a full dealer co-op 
advertising program, store displays and 
hard-selling product brochures. 


® McCulloch product line includes seven 
chain saw models, accessories, new 
Super Pintail chain and championship 
kart engines. 


McCULLOCH CORPORATION 


6101 W. Century Blvd., Dept. HA-4 
Los Angeles 45, California 


Please send full information on the advantages and profit 
potential of a McCulloch dealership. 





Address 








City 





Pees. 





-———-—--------- 4 
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BBB publishes Fair Practice Code in launching 
its attack on deceptive advertising practices 


Better Business Bureaus across 
the nation are preparing for an 
all-out attack on false and decep- 
tive advertising practices. 

Victor H. Nyborg, president of 
the Association of Better Business 
Bureaus, has announced that the 
organization is going to make busi- 
ness men aware of their responsi- 
bilities to the public. 

This all-out attack is to get un- 
derway by the first of the vear. 
The BBB will step up trade prac- 
tice activities and intensify shop- 
ping and investigation of adver- 
tisers. The Association of BBBs’ 
10-point Fair Practice Code will 
be used as a general guide by 
trade and industry groups to pro- 
mote truth in advertising programs. 

The Fair Practice Code for ad- 
vertising and selling follows: 

Serve the public with honest 





Industrial machinery 
orders leveling off 





I 7 
| Industrial Supplies & Machinery 
|| New Order Index—July 1948-100 


Seasonally Adjusted 
Source: American Supply & Machinery Mfrs.’ Assn. 
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New orders for industrial sup- 
plies and machinery in September 
held at the same rate as for Au- 
gust, reports the American Supply 
& Machinery Manufacturers’ Assn. 

The new order index remained 
at 190 (July 1948—100), or one 
point below July’s level. The stabil- 
ity of the index over the summer 
months indicated a leveling off of 
a decline starting at a high point 
of 221 in March 1959. 

The Federal Reserve Board’s in- 
dex of manufactured durables, 
which parallels the new order in- 
dex, showed less optimism. The 
FRB index continued to sag, drop- 
ping two points in September to 
102 (1957—100). 
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values. 

Tell the truth about what is 
offered. 

Tell the truth in a manner that 
can be understood by all. 

Tell customers what they want 
to know so they may buy wisely 
and obtain maximum satisfaction. 

Be prepared and willing to do as 
promised on guarantees. 

Be sure that normal use of the 
merchandise or services offered 
will not be hazardous to public 
health or life. 

Don’t conceal facts that might 
mislead customers if omitted. 

Advertise and sell merchandise 
or service on its merits and re- 
frain from attacking competitors. 

Use only testimonials of wit- 
nesses who are sincere in what 
they say about your merchandise. 

Avoid all tricky devices and 
schemes that take advantage of 
human ignorance and gullibility. 


Consumer buying power 
rises again in October 

Your customers’ buying power 
increased during October as per- 
sonal income rose. 

Personal income in October was 
at an annual rate of $409.6 billion, 
compared to $384.3 billion for Oc- 
tober 1959, according to the Dept. 
of Commerce. 

Wages and salaries at $275.2 
billion were up more than $16.5 
billion from a year ago. Agricul- 
tural income in October was at an 
annual rate of $16.3 billion, or an 
increase of $2.3 billion from Oc- 
tober 1959. 


Gun promotion is aimed 
at women's market 

Winchester-Western, a division 
of Olin Mathieson Chemical Corp., 
has a program to interest women 
in sporting firearms. 

The program, “Don’t Be Gun 
Shy,” is being introduced to wo- 
men’s clubs across the country. 

Winchester offers a kit that in- 
cludes a hunting film, speeches out- 
lining basic types of shooting, the 
history of firearms in America, 
good gun manners, a supervised 
introduction of sporting firearms 


to young people and a glossary of 
hunting terms. 

The kit also has information on 
correct methods of preparing, stor- 
ing and cooking wild game, as well 
as suggestions for a club contest on 
wild game cookery. 

Winchester will also furnish the 
clubs with a Gun Guide for Gift 
Giving, listing firearms selections 
according to age groups and activ- 
ity. 


Spray-O-Namel promotion 
to build store traffic 


The Illinois Bronze Powder Co., 
Chicago, has a Pot-O-Gold promo- 
tion for its Spray-O-Namel paint 
line. 

The Pot-O-Gold program is to 
build paint department traffic 
through a combination of national 
ads, co-op advertising, and point- 
of-purchase advertising. 

The merchandising kit includes 
ad mats, color sample cards, radio 
and TV commercials and window 
banners. There will also be oppor- 
tunity to tie in with national mag- 
azine and newspaper ads, direct 
mailings, displays, and other pro- 
motional ads. 


Manufacturers announce 
product price changes 


General Electric Co., Bridgeport, 
Conn.—suggested retail price of 
Mode! S-107, 10-in. oscillating fan 
raised from $18.95 to $19.95. All 
other suggested prices remain the 
same. 

Mirro Aluminum Co., Manito- 
woc, Wis.—effective Dec. 15, Mir- 
ro, Comet, Worthmore, Hi-Valu 
and Smallware lines prices will be 
raised. No change in Mirro-Matic 
pressure pans, electric fry pans 
and electric percolators; also Mir- 
ro Cooky Press, Donut Maker and 
1817M Mirro Gold Band set. 


Free basket included 
in flashlight deal 


Union Carbide Consumer Prod- 
ucts Co., a division of Union Car- 
bide Corp., New York City, offers 
dealers a free willow basket, val- 
ued at $2.50, with purchase of its 
promotional special of 49 Eveready 
All-American flashlights. 

Dealers pay for 42 flashlights, 
and get seven flashlights and the 
basket for display use, free. 

















BUILDERS' 
HARDWARE 
SPECIALTIES 


DOOR CLOSERS 
with o 5 yeor guarantee 
CONTINUOUS (PIANO) HINGES 
Full range of sizes in all metals and 
finishes 
DOOR AND CABINET BUTTS 
All sizes, metals and finishes for 
Every Need 
D SCREEN (FOLDING) HINGES 
For 3%", Ve”, 1°, 1Y—e” and 1%,” wood 
BOOKCASE STANDARD 
Pilaster Adjustable Type. Write for circulars 
SPRING HINGES 
Single and Double Acting for installation with or without 
Hanging Strips 
HALF-SURFACE DOOR BUTTS 
Plain, Ball Bearing and Spring 
DOOR STOPS AND HOLDERS 


A Type For Every Purpose 





Write for Catalog on Business Stationery 





S. PARKER HARDWARE MFG. 
Quality Hardware Since 1900 
27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2, N.Y 
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EVERYBODY MAKES THEM 
BUT HERE COMES THE 


(ADJUSTABLE ) — 


ee 


50 ad). 


(ADJUSTABLE ) 


SOLD THRU JOBBERS ONLY 


CHAMPION BRASS MFG. CO. 
1460 NAUD STREET 
LOS ANGELES 12, CALIFORNIA 
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for a Happy New Year 
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paint corporation 
Cleveland 19, Ohio 


Olle) Metal Me celaleM Ml tact ta. manufacturers of paint speciaities 
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News About Dealers: New Store Combines 
Lumber and Hardware In 28,000 Sq Ft Unit 





Aerial view stresses expanse of the new Hill-Behan building. 


Florissant (St. Louis), Mo. 
HILL-BEHAN LUMBER Co. has 
opened a 28,000 sq ft combi- 
nation lumber yard and hard- 
ware store on Page Blvd. 
Construction took about six 
months, following a year and 
a half of planning. The front 
of the store (see photograph) 
is a 21,600 sq ft unit for 
hardware, housewares, and 
allied hardlines. The back 


section, forming a “T,” gives 
6400 sq ft to lumber. Self 
service and credit are fea- 
tured. Store manager is Vin- 
cent Schwalbe. The firm has 
been in St. Louis since 1912. 
It has lumber yards in two 
other states. 


Pottstown, Pa.—VAN Bus- 
KIRK & BROTHER hardware 


(Continued on page 64) 





Rubbermaid Realigns 
Sales Organization 


Rubbermaid Inc., Wooster, 
Ohio, has realigned parts of 
its housewares sales organi- 
zation. A new arrangement 
of eastern and midwestern 
divisions will become effec- 
tive Jan. 1. 

The new eastern division, 
which includes the Middle 
Atlantic and New England 
states, will be headed by 
Robert B. Rossney. Mr. 
Rossney has been divisional 
sales manager of metropoli- 
tan New York. 

Alfred H. Strunck, for- 
merly northeastern division- 
al manager, will be manager 
of the new central division. 
This includes the former 
Midwest division and part of 
the Great Lakes division. 
Headquarters are in Chi- 
cago. 

In 


other moves, Rubber- 


maid has promoted Charles 
A. Baldwin from Midwest 
division manager to director 
of national accounts, and 
Roger L. Werner from Great 
Lakes division manager to 
market development mana- 
ger. 


Rockwell Purchases 
Porter-Cable Machine 


Rockwell Mfg. Co., Pitts- 
burgh, has acquired the as- 
sets of Porter-Cable Machine 
Co., Syracuse, N. Y. 

Porter-Cable will operate 
as a wholly-owned subsidiary 
of Rockwell and there will 
be no change in management. 

A stock deal, approved by 
Porter-Cable _ stockholders, 
called for an exchange of 
seven shares of Rockwell 
stock for every 10 shares of 
Porter-Cable stock. There 
are 320,044 shares of Porter- 
Cable stock outstanding. 
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Skil Names Bullock 
General Sales Manager 


Skil Corp., Chicago has ap- 
pointed Harry L. Bullock 
general sales manager. Mr. 
Bullock is the former direc- 
tor of sales training for 
Skil. He will be responsible 
for sales administration, ser- 
vice sales and the field sales 
force. 

In another move, Skil has 
named Carl G. Gutman mar- 
keting services manager. He 
was new products manager. 
Mr. Gutman is a member of 
the Central States Hardware 
Assn. and the Illinois and 
Indiana Hardware Associa- 
tions. 


Mathias Klein Names 
Wilson to New Post 
H. B. Wilson has been ap- 


pointed general sales man- 
ager of Mathias Klein & 
Sons, Inc., Chicago. Mr. Wil- 
son has been with the firm 
for 20 years. 

Mathias Klein has named 
several salesmen to new ter- 
ritories. Richard Colsant has 
been assigned to the Chicago 


H. B. WILSON 


area. He succeeds Charles 
Castino, who has been named 
sales manager for the elec- 
tronics field. Don Swanson 
will cover the Pacific north- 
west, and William Walley 
will cover Atlanta. 


Noma Boosts Hamilton 


William R. Hamilton, vice- 
president and a director, has 
been elected executive vice- 
president of Noma Lites, Inc., 
New York. Mr. Hamilton 
joined Noma in 1946 and has 
been vice-president and di- 
rector since 1954. 





Triple Supply Meeting Opens With Reception 
On Monday; Closes With Breakfast Sessions 


A Monday opening date 
and breakfast meetings on 
the final day are program 
changes for the 1961 Triple 
Industrial Supply Conven- 
tion at Atlantic City on May 
23-25. 

This is the annual meeting 
of the American Supply & 
Machinery Manufacturers’ 
Assn., and the National and 
the Southern Industrial Dis- 
tributors Assns. 

The convention opens with 
the reception at the Dennis 
Hotel at 5 p. m. Monday, 
May 22. In previous years 
the reception was on a Sun- 
day. During the day officers, 
advisory board members, and 
executive committee members 


will hold meetings. 

The first meetings will be 
on May 23, at 10 a. m., an 
open meeting with a meeting 
of the distributor groups 
with manufacturers invited 
at 2 p. m. Both meetings 
will be in the Warren thea- 
ter. 

The convention booth pro- 
gram will be on May 24 in 
Convention Hall from 9 a. m. 
to5 p.m. The cocktail party 
at 6 p. m. will be at the 
Traymore Hotel. 

The breakfast meetings 
May 25 are: 8 a. m., distrib- 
utor groups at the Dennis 
Hotel; 8:30 a. m., manufac- 
turers’ group at the Tray- 
more. 
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Union Hardware & Metal Co. Closes Its Doors; 
McLaughlins Form New Industrial Supply Firm 
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ton & Terstegge Co., Louis- 
ville, Ky. 
Mr. Redmon joined the 


Stratton & Terstegge 
Names Charles Redmon 


Charles Redmon has been 


promoted to sales promotion 
manager for the wholesale 
hardware division of Strat- 


CHARLES REDMON 





firm as a warehouseman, 
worked through the sales de- 
partment and soon began 
covering a sales territory. 
Within a few years, Mr. 
Redmon returned to the office 
as city sales manager. 

Part of his new duties will 
be supervision of the com- 
pany’s dealer circular pro- 
gram called “In Orbit.” 


Von Holstein Promoted 


Jorgen Von Holstein, for- 
merly Chicago regional sales 
supervisor, has been named 
product manager in charge 
of electric clocks for West- 
clox Div., General Time 
Corp., LaSalle, Ill. 





Lockwood Contract Distributors’ Council 


Holds First Meeting to Discuss Policies 


The recently formed Lock- 


wood Contract Distributors’ 
Council set up by Lockwood 
Hardware Mfg. Co., Fitch- 
burg, Mass., held its first 
meeting in mid-November at 
Lockwood company headquar- 
ters. 

Formation of the Council 
was announced by Edwin H. 
Bryant, Lockwood’s market- 


apo 
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Lockwood Contract Distributors’ Council 


ing vice-president, during his 
talk at the recent Builders’ 
Hardware Convention in Chi- 
cago. (See HA Oct. 6, p. 
$4.) 

Four distributor represen- 
tatives and four representa- 
tives of Lockwood make up 
the Council. The distributor 
members are from each geo- 

(Continued on page 64) 
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and Lockwood Hardware 


Mfg. Co. officials shown at their first meeting since formation of the 
Council. Left to right: George E. Wheatley, Lockwood contract sales 
manager; Martha J. Knowles, Dallas; Francis E. Traver, Columbus, 
Ohio; Edwin H. Bryant, Lockwood marketing vice-president; George 
W. Falk, Lockwood president; James O. McAleer, Los Angeles; 
Samuel Goldstein, New York; Myron P. Falk, Lockwood executive 


vice-president. 


Union Hardware & Metal 
Co., Los Angeles, which has 
been under negotiations for 
several months, has been 
purchased by the John More- 
hart Land Co. 

Union Hardware ceased 
operation as a going hard- 
ware wholesaler earlier this 
month. Other negotiations 
were concluded immediately 
that puts Union’s former 
business into new channels. 

Major developments were: 

McLaughlin Industrial 
Distributors acquired the op- 
erating assets of Union. This 
new company will sell indus- 
trial hardware and mill sup- 
plies in Southern California. 

The company is operating 
out of Union’s facilities now. 
After the first of the year 
it will move to 7141 Para- 


mount Blvd., Pico 
Calif. 

Officers are Edward H. 
McLaughlin, Sr., former 
Union president, board 
chairman; Edward H. Mc- 
Laughlin, Jr., former Union 
vice-president, president; E. 
M. Duit, secretary; Paul 
Davis, general sales man- 
ager; Harold Seaman, comp- 
troller; Ransome Grogan, 
personne! director. 

Many former executives 
and salesmen of Union and 
Union’s former subsidiary, 
Metal Sales, have joined the 
McLaughlin organization. 
The staff consists of 75 men, 
including 15 salesmen. 

Contract Builders’ Hard- 
ware, Inc., has been organ- 
ized as an entirely new com- 

(Continued on page 64) 
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Robert Faverty Named 
Thor General Manager 


Robert G. Faverty, vice- 
president of British opera- 


ROBERT G. FAVERTY 


tions, has been elected vice- 
president and general man- 
ager of Thor Power Tool Co., 
Aurora, Ill. 

Mr. Faverty has been man- 
aging director of Armstrong 
Whitworth & Co., Ltd., 
Thor’s subsidiary in England 
for the past 10 years. He 
joined the firm as a Chicago 


salesman in 1929 and later 
managed the Thor branches 
in Chicago and Detroit. 

W. A. Nugent, executive 
vice-president and a veteran 
of 46 years with the firm, 
will vacate his post as of 
Dec. 31. Mr. Nugent will 
remain a director and will 
handle special assignments 
of the board. 


W. N. Meyer Elected 
Daisy-Heddon President 


Wendel N. Meyer has been 
elected president of Daisy- 
Heddon Sales Co., Rogers, 
Ark., according to an an- 
nouncement by Cass _ S. 
Hough, president of Daisy 
Mfg. Co. 

Mr. Meyer, who has been 
with Sears Roebuck & Co. 
for 16 years, was hard lines 
buyer for the southern ter- 
ritory of Sears for five years. 

Daisy-Heddon Sales Co., a 
subsidiary of Daisy Mfg. Co., 
was formed in August, fol- 
lowing the purchase of James 
Heddon’s Sons last year. 
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News About Dealers: 





(Continued from page 62) 


store held its lst Annual 
Pheasant Dinner Nov. 26 for 
and by store employes. There 
were several reasons for Van 
Buskirk’s to celebrate. First, 
it marked the opening of Hol- 
iday House, the store’s 
6-month-old Home & Garden 
Mart which is to be converted 
to a Christmas gift center 
each year. The dinner served 
as a kick-off for the holiday 
selling season and also 
marked the opening of a con- 
tract post office in the Gar- 
den Mart. According to co- 
managers Robert Lewis and 


News of the Trade 


Donald Davis, the dinner was 
such a success it will be an 
annual affair with everyone 
on the staff contributing a 
pheasant or rabbit from his 
catch during hunting season. 


West Chester, Pa. — PAUL 
J. DEVITT HARDWARE Co. 
opened a 4000 sq ft store in 
the West Goshen Shopping 
Center Dec. 5, according to 
George Francis, manager of 
Devitt’s. The company’s Pa- 
oli, Pa., store has been closed 
and its manager, Thomas 
Cosgrove, is now manager of 
the West Goshen store. Dev- 
itt’s also operates a store in 
Coatesville, Pa. 





Happy faces reflect the successs of the Ist Annual Pheasant Dinner 
at Van Buskirk & Brother's Holiday House. Store owner, Mrs. Grace 
Ancona, can be seen fourth from left. 





Packaging Committee 
To Meet Jan. 19 


The Hardware Packaging 
Committee will hold its reg- 
ular quarterly meeting Jan. 
19, in Chicago, at room 11 
of McCormick Place, where 
the Housewares Show will 
be held at 9:30 a.m. 

Final plans will be made 
N. Allan Pettit, chairman, 
announced, for the Packag- 
ing Exposition to be held 
during the National Hard- 
ware Show Oct. 2 to 6 in 
McCormick Place. Commit- 
tees will be appointed. 

The meeting is open to 
everyone interested in hard- 
ware and housewares pack- 
aging. 


Union Hardware Closes, 
New Companies Started 


(Continued from page 63) 
pany. It has taken over 
Union’s builders’ hardware 
business and will operate in 
Southern California. Mr. 


McLaughlin, Jr., is president 
of this company. J. C. Car- 
roll, formerly with Union, 
is executive vice-president. 

The hardware and house- 
wares inventory of Union 
was taken over by Thomson- 
Diggs Co., wholesaler at 
Sacramento. Thomson-Diggs 
was a nominee in escrow. 
For Thomson-Diggs, the 
purchase of inventory prob- 
ably will mean putting more 
emphasis on _ housewares 
sales. 

The general steel business 
of Union was not purchased 
by the McLaughlins. Union 
had handled this business 
through a subsidiary, Meta! 
Sales, which was sold to a 
subsidiary of Ducommun 
Metals & Supply Co., Los 
Angeles. 

The Morehart company 
has the real estate and build- 
ings of Union, and has put 
these in the Union Eastside 
Industrial Land, a property 
development firm. 
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Southwest Hardware 
Appoints Westermeier 


Edward G. Westermeier 
has been named store devel- 
opment manager for South- 
west Hardware Co., dealer- 
owned wholesaler of Santa 
Fe Springs, Calif. 

Mr. Westermeier, who joins 
Southwest after an associa- 
tion with Our Own Hardware 
Co., dealer-owned wholesaler 
of Minneapolis, is a veteran 
hardware man. He has been 
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EDWARD G. WESTERMEIER 


a store manager for Sears 
Roebuck & Co. and merchan- 
dise manager for the former 
Marshall Wells Co., Duluth, 
Minn. 

The appointment 
Westermeier is 
joint 


of Mr. 
part of a 
expansion program 
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Southwest is undertaking 
with Western Hardware Co. 
(see HA Nov. 3, p. 209), an- 
other dealer-owned w hole- 
saler in Phoenix, Ariz. 


Distributors’ Council 
Holds First Meeting 

(Continued from page 63) 
graphical section of the coun- 
try and are elected to one- 
year terms. 

Topics of discussion at the 
meetings were manufactur- 
ing policies, shipping and 
traffic, inspection policies, 
new items for the Lockwood 
line and advertising and 
merchandising policies. 

Distributor members who 
aided in founding the Coun- 
cil and who will serve through 
1961 are: Samuel Goldstein, 
president, Atlantic Hardware 
& Supply Corp., New York; 
Francis E. Traver, vice-pres- 
ident and general manager, 
Architectural Hardware, 
Inc., Columbus, Ohio; James 
O. McAleer, vice-president, 
Builders’ Hardware & Supply 
Co., Los Angeles; and, Mar- 
tha J. Knowles, owner of 
Hidell Hardware Co., Dallas, 
Tex. 

The Council will be the 
guest of Lockwood twice dur- 
ing 1961. 


1960 


Edgar A. Smith 


Edgar A. Smith, 70, sales- 
man for Masback Hardware 
Co., New York wholesaler, 
died Nov. 19 at U. S. Vet- 
eran’s Hospital, Castle Point, 
N. Y., after a long illness. 
Mr. Smith, who had been in 
the hardware business all 
his life, was with Masback 
for 34 years. He was a mem- 
ber of the New York State 
Retail Hardware Assn. 


Frank E. Hopkins 

Frank FE. Hopkins, 75, 
president of Decatur & Hop- 
kins Co., Boston wholesaler, 
died Nov. 17 at his home in 
Hanson, Mass., after a long 
illness. Mr. Hopkins has 
been president of the firm for 
over 30 years but has been 
in semi-retirement for some 
time. 


Mrs. Oscar J. Koepke 


Mrs. Oscar J. Koepke, wife 
of Oscar J. Koepke, well 
known hardwareman, died re- 
cently at their home in Cor- 
pus Christi, Tex. Mr. Koepke 
retired as vice-president of 
the firm a number of years 
ago after many years of as- 
sociation with it. He is a 
past president of the Texas 


Assn. 
of 


Wholesale Hardware 
and an active member 
other groups. 


Andrew J. McCoy 


Andrew J. McCoy, 87, 
founder of McCoy Hardware 
Co., East Point, Ga., died 
Nov. 13 at his home in East 
Point. Mr. McCoy opened his 
hardware store in 1912, the 
same year he was elected 
mayor of the town. He re- 
mained active in his store un- 
til his death. 


Charles L. Dougherty 


Charles L. Dougherty, 86, 
retired salesman for More- 
house & Wells Decatur, IIl., 
wholesaler, died recently at 
his home in Carbondale, III. 
Mr. Dougherty retired in 
1947 after 37 years with 
Morehouse & Wells. Prior to 
1910 he was a_ hardware 
dealer in Fairmount, Il. 


John C. Gardner 


John C. Gardner, 44, city 
salesman for Long-Lewis 
Hardware Co., Birmingham, 
Ala., wholesaler, died re- 
cently following a heart at- 
tack. 











G. C. KUBITZ 


Mirro Promotes Kubitz, 
Ziemer and Prescott 


A new position has been 
created and three executives 
have been promoted by Mirro 
Aluminum Co., Manitowoc, 
Wis. 

G. C. Kubitz, vice-presi- 
dent, has been named execu- 
tive vice-president of mar- 
keting, a newly created post. 
He joined the firm in 1925 
and has been an officer of the 
company since 1956. 

C. W. Ziemer, former as- 
sistant general sales man- 
ager, has been named general 
sales manager. F. C. Prescott 
succeeds him as assistant to 
the general sales manager. 

Mr. Ziemer has been with 
Mirro since 1934 and Mr. 
Prescott has been with the 
firm since 1950. 


American Hardware In 
6-mont® TV Promotion 


American Hardware Co., 
dealer-owned wholesaler, 
Pittsburgh, is urging its 
dealers to join a six-month 
TV promotion schedule aimed 
at drumming up new traffic. 

A half-hour show, “Assign- 
ment: Underwater,” has been 
contracted for by American 
through April, 1961. The 
show will be seen in more 
than a quarter of a million 
homes, and one-third of its 
cost will be paid by the 179 
American dealers within the 


Cc. W. ZIEMER 





signal coverage of the broad- 
casts. American’s suppliers 
will sponsor the balance. 

Dealers tie-in with the 
show with TV back-up kits. 
Traffic-building specials, 
such as a cultured pear! in 
an oyster to be given free 
with purchases of $5 up, will 
be promoted on the show. 
Dealers are advised early of 
featured items. 

The show’s opening and 
closing commercials are de- 
voted to building the Ameri- 
can Hardware store identity. 


Demmel Joins Brookpark 
As a Sales Manager 


J. Robert Demmel has 
joined Brookpark, Inc., 
Cleveland, as sales manager 
of the consumer division, in 
charge of Brookpark Mela- 
mine dinnerware. 

Mr. Demmel, a veteran in 
merchandising and sales to 
the consumer market, was 
vice-president of sales for 
Exquisite Form, Inc., New 
York. 


General Metals Sells 


Production Enterprises, 
Inc., Ashippun, Wisc., has 
purchased the Village Black- 
smith Letter Box Div. of 
General Metals Corp., Water- 
town, Wisc. The Village 
Blacksmith trademark will be 
continued on an expanded 
line of letter boxes. 





news in brief of 


MANUFACTURERS AGENTS 


@ E. R. Wagner Mfg. Co., Milwaukee—Three agents named: 
Arkansas, Louisiana and Mississippi to Robert M. Barnes 
Co., New Orleans: Tennessee to Bruce Hinton, Nashville, 
Tenn.; Alabama and Georgia to W. M. Brown Co., Atlanta. 


@ Moore Push-Pin Co., Philadelphia 


Southeastern states 


to Ted Myers & Associates, Atlanta. 


@ Davis Products, Inc., Van Nuys, Calif.—Eastern states 
to J. Warren Wiley of 200 Fifth Ave., New York. 


News of the Trade—— 


brief reports of 


MANUFACTURERS SALESMEN 


@ Bolens Products Div.. 


Food Machinery & Chemical 


Corp., Port Washington, Wis.—Don Boldt, formerly with 


Goodyear Tire & Rubber 
southern Ohio and 
near Dayton, Ohio. 


@ Ridge Tool Co., Elyria, 


te. & 
West Virginia. 


Ohio—Gerald 


district manager for 
He will headquarter 
M. 


Given has 


joined the firm as a member of the traveling sales promo- 
tion team. He will work with Ridge salesmen in Michigan 


and Indiana. 





Myers Names Barnes, 
Others to New Posts 


F. E. Myers & Bro., Ash- 
land, Ohio, has appointed 
William J. Barnes to the 
newly created post of gen- 
eral sales manager. Mr. 
Barnes, former midwest re- 
gional sales manager, joined 
the firm in 1956 as a sales- 
man. 

Other changes in the Myers 
organization are: E. L. 
Board, former salesman, has 
replaced Mr. Barnes at the 
Chicago office. Fred D. Wil- 
liams, former salesman, has 
been named regional man- 
ager of the newly formed re- 
gion covering Louisiana, 
Texas, Oklahoma and Arkan- 
sas. 

Also, G. E. Morr, formerly 
in charge of service training, 
has been named sales train- 
ing manager. T. E. Bloom, 
former salesman in New 
York, is now water systems 
product manager. 





Dates Announced For 
Wholesalers’ Shows 


W. H. Kiefaber Co.., 
Annual Lawn, Garden 
and Outdoor Living 
Exhibition, Jan. 11-12, 
at company offices, 40 
Keowes St., Dayton, 
Ohio. 


Witte Hardware Co., 
St. Louis, Dealer Show, 
Jan. 8-9, at Kiel Audi- 
torium, St. Louis, Mo. 


Dates of other wholesalers’ 
shows and conventions an- 
nounced previously are shown 
in the Convention Calendar 
beginning on page 56. 











Reed Names Baughman 
General Sales Manager 


J. E. Baughman has been 
named to the newly created 
post of general sales man- 
ager for Reed Mfg. Co., Erie, 
Pa. 


Mr. Baughman has been in 


the sales and market fields 
for 11 years and was general 
sales manager of Wells Mfg. 
Corp., Three Rivers, Mich., 
before joining Reed. 


Shelby Names Maddern 
As General Manager 


Shelby Spring Hinge Co., 
Shelby, Ohio, has promoted 
Edward Maddern to general 
manager. He had been gen- 
eral sales manager. 

Mr. Maddern joined Shelby 
in 1959. Before that he was 
general manager of the Ca- 
nadian Retail Hardware 
Assn. 


Arnold Bahder Heads 
Handy-Hannah Sales 


Arnold Bahder has been 
promoted to director of sales 
for the Handy-Hannah Div. 
of Landers, Frary & Clark, 
New Britain, Conn. 

Mr. Bahder, former admini- 
strative sales assistant to Al 
Katz, assistant to the presi- 
dent, succeeds M. F. Mo- 
riarty, who has resigned. 


David Landreth Joins 
W. Atlee Burpee Co. 


David Landreth, president 
of Bristol Seed Co., has 
liquidated his business and 
joined W. Atlee Burpee Seed 
Co., Philadelphia. 

Mr. Landreth began his 
career in 1906 working on 
the Landreth trial farms in 
Bristol. In 1909 he started 
calling on the trade. Twenty 
years ago he founded Bristol 
Seed. 


Fair Trade Is Upheld 
The Supreme Court of Vir- 

ginia has upheld the validity 

of that state’s new fair trade 


act. Thus, Virginia’s court 
becomes the first state court 
to uphold a revised law en- 
acted by the legislature after 
declaring invalid the original 
fair trade law of the state. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words 
Each additional word... 


Positions Wanted 
(Special Rate) set solid, maximum 


50 words 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 


5°%/, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 


sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





TERRITORIES OPEN 
THROUGHOUT U.S.A. 


Manufacturer of fine bathroom 
hardware and accessories opening 
new sales. distribution system. 
Items are well known in the hard- 
ware, architectural and building 
trades, having been manufactured 
for the past 12 years. Qualified 
manufacturers’ reps are needed 

all major marketing areas. We 
are also interested in foreign rep- 
resentation. Contact 
by phone, wire, or 


immediately 
mail. 


Fred Hartenstein 


DEL MAR 


MANUFACTURING COMPANY 
12901 S. Western Avenue 
Gardena, California 

Phone: FAculty 1-5187 








REPRESENTATIVES WANTED 


Leading manufacturer of quality builders 
hardware competitively priced featuring com- 
plete line of aluminum thresholds, closet rods, 
door stops, door closers, grilles, push bars, etc.. 
with choice territories available. Write stating 
full porticulars. LUSTRE LINE PRODUCTS. 
53 N. 2nd Street, Philadelphia, Pa. 











AMMUNITION SALESMEN 


Ex hardware jobber salesmen who have had 
sporting goods specialty selling experience and 
are free to travel 3 to 4 weeks at a time, 
wanted for following territories: A) New York to 
Virginia, B) Carolina to Alabama, C) Michigan, 
Indiana, Western Ohio and Kentucky, D) Missouri, 
Oklahoma and Southern Illinois: to sell imported 
ammunition direct to all types of retail outlets, 
large or small, for AA-1 rated company. Other 
products sold to same trade for year round 
business, include firearms, pellet arms, scopes 
and Binoculars. Must have recent model car, 
be an active man in good health and stand 
investigation of references furnished prior to 
interview. Basic salary plus commission with 
travel expenses paid. Blue Cross and other 
benefits. Write 


Box P-32, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














WELL ESTABLISHED MIDWEST 
RESENTATIVE has desirable opening for ag 
gressive salesman to cover the Southern half of 
Illinois. Guaranteed salary with incentive pro 
gram for the right man. Write immediately sup 
plying complete information including past =—_ 
experience and references. Write Box P-2 
HARDWARE AGE, Chestnut & 56th Sts., Philadel 
phia 39, Pa 


REP 





‘EST ABL ISHED MANUFAC TURER of Plas 


tic Garden Hose and Sprinklers, 
Floor Matting, Drop Cloths, 
Windows, Clothesline, 
ritories open for aggres 
tives. Competitive prices, 
vise area covered and 
Plastic & Chemical 
Jersey. 


Lawn Edging, 
Weatherstrip, Storm 
F nga Bags has ter- 
ssive Sales Representa- 
de pend: able service. Ac 
lines carried. Reliance 
Corp., Paterson 26, New 


SALESMAN WANTED to call on 
Stores in established Western 
ern New York territory to sell Dog Goods. 
Leather Goods and Hardware. This is a good 
full time proposition for the right man. ¢ 
Leather and Hardware Corp., Orrville, Ohi 


Hardware 
Penna. and West 
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SALESMAN-REPRESENTATIVE 


Sell direct te retail hardware. Drug and Variety 
stores. Fast turn-over, non-seasonable. Excellent 
re-order record. We have been in business over 40 
years. 100°, protected territories. Best openings in 
West, Far West, South-West and East Coast areas. 
Our present employees know of this ad. Write 
Hardware Age, Box N-13, Chestnut & 56th Sts., 
Phila. 39, Pa. 











MANUFACTURERS RE reve il ATIVES 
calling on Wholesale Hardware, Marine, Paint 
& etc., to sell our line of READY ‘WOOD. a 
wood plastic in 19 wood colors. Item has ex 
cellent repeat business in retail and _ industrial 
woodworking field. 10% commission. Write lines 
& or. _Nordland, Inc., P. ©. Box 186, 
Baldwin, N. 


LI MITED NUMBER OF 
TERRITORIES available _ for 
agents contacting all types of volume buyers. 
Diversified “impulse” packaged hardware-house- 
ware-chemical specialty line which has large re- 
peat percentages, in-store displays, advertising al- 
lowance, and trade advertising support. Many 
established accounts. Clover Products, 944 Mon- 
roe Avenue, Rochester 20, New York. 


REP RESENTATIV ES WANTED: te nation 
ally known manufacturer of builders hardware, 
Mortise Locks, Latches, etc. To cover Washing 
ton and Oregon States calling on Hardware Job 
bers and Builders Hardware accounts. Attractive 
commissions, protected territory, good opportunity 
for right man, reply giving full particulars, first 
letter. Write Box P-25, c/o Harpware AGegE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


SALESMEN WANTED to = on Hardware 
and Garden dealers in New England and Mid 
Atlantic States. Limited Spring and Summer line 
from established manufacturer. Exclusive terri 
tories and sizable commissions on initial and re 
peat orders. Please state experience and lines 
carried. Write Box P-13, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 





PROTECTED 


manufacturers’ 








REPRESENTATIVES WANTED 


Manufacturer of replacement 
handles desires representation 
calling on hardware wholesalers. 
complete details. Write 


Box P-28, c'o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


faucet 
by men 
State 








REPRESENTATIVE WANTED 


Excellent 
various 

sprinklers, et: to 
chain 


line for calling in 


oscillators 


sales representative 
selling garden 

hardware, 
excellent 


territories hose 


dept variety and 
have business 
Write, 
Excellent proposition 


830 Monroe St., 


stores Items repeat 


Good commissions giving background and 


full resume 


KENT, INC., Hoboken, N. J. 











REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 











SALES REPRESENTATIVE WANTED for 
established Paint Brush Manufacturer. We are 
prepared to give a liberal arrangement for any 
one who has contact with paint brush outlets 
Many territories open. Please write full details 
which will be treated in strict confidence. Write 
Box N-24, c/o Harpware AGE, Chestnut & 56th 
Sts., Sts., Philadelphia 39, Pa. 


~ MANU FACTURERS’ REPRESENTATIVE 
wanted te sell line of builders Hardware in New 
England Territory, for large well established 
Manufacturer. Applic ants should now be selling 
hardware wholesalers in this territory Stat 
aualifications and references W rite lox P-24., 
c/o Harpwarer Ace, Chestnut & 56th Sts., Phila 
delphia 39, Pa. 

REPRESENTATIVES WANTED, manufac 
turer of Point-of-Sale display racks can us 
effectively representatives who call on manu 
facturers and distributors of hardware and allied 
lines. Many opportunities to secure quantity 
orders and repeat orders for displays you come 
in contact with every day. Write Box N-20, c/o 
HARDWARE AGE, Chestnut & 56th Sts., Phila 
delphia 39, Pa 

SALESMAN PLUMBING AND 
SPECIALTIES “sell for established firm 10% 
commission Exclusive Territory Replies held 
confidential. Akron Supply Co., Inc., 216 Grand 
Street, Brooklyn, N. Y. 


HEATING 


REPRESENTATIVES calling on hardware 
and department stores to handle highly success 
ful garden item. 15% commission. Staple item 
good for many years of repeat business. Box 
P-23, c/o Harpware Ace, 56th & Chestnut Sts. 
Philadelphia a> Ee 


SAL ESMEN WAN TED to ool. twist ‘drills 
Produced domestically. Lowest prices in the in 
dustry. Made to military specifications and 
American standards. L: urge distributor accounts 
wanted, but good commissions if sold to users 
Many territories available. Hayden Twist Drill 
Sales Co., 25205 Ryan Road, Warren, Michigan. 


’ 





ACCOUNTS WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES 


EXPORT 
IS EXTRA PROFIT age of Metropolitan New York and New Jersey 


i mine store location, size, interior, exterior, 
or 45 years we have acted as the e port sales d to BOBROW-LEWELL Associates, 814 Broadway ; lisplay fixtures. Write for reasonable 
partment for many prominent American hardware ea ! M-27 
plumbing, heating and electrical products manufa New York 3, New York. ORegon 4-4540 rates, which will save you money. Box M-2/, 
turers—-Establishing their names and Drands t rij c/o Harpware Ace, { hestnut & 56th Sts., 
out the world. We are now seeking related ace { WE GET RESULTS Philadelphia 39, Pa. 
supplement out present sales activities il I 

large, experienced New York staff and worldwide 
network of stocking distributors ean add plus profit 
to you existing sales We totally relieve vou 
e\port details, ineluding financing (our net worth 


nearly 1.5 million dollars) Take advantage of on DO you WANT TO RAISE CASH? 
oe ne on hime 4 export expansion to increase CANADIAN REPRESENTATIVES DO you WANT — — tas : 
r fant a sale, reduction, One, - 

AMERICAN STEEL EXPORT COMPANY Calling on the wholesale accounts and imple- ’ If you want a , . 


raising, removal or closeout, get Amer- 

347 Madi A ment dealers are interested in adding one ica’s most reliable and productive sales 
scape pymenns or two good lines. Please send complete sales plans. Send for prospectus today. 

New York 17, New York 


literature. Established seventeen years. Write J. H. vOLL SALES SERVICE 
Lauzon Sales Company, Registered, 1232 115 West Main St., Madison, Wise. 
Howard Avenue, Windsor, Ontario, Canada. 


OPEN FOR NEW LINES NEW OWNER UNABLE TO MANAGE 


ONE STABLE HARDWARE OR HOUSE 
Jobber, Chain Store, Builders Hardware Jobber. Wel! WARES LINE WANTED by twoman agency Hardware and Sporting Goods Store in —— 
established with over thirty years experience covering d eum Ssh aN Ee ak 6, 4 a] of Bakersfield. California Have one of top outboar« 
Minnesota. Wisconsin lowa., Nebraska Missouri covering Texas, Oklahoma, Ar ansas ati Ouisi- meter franchises Gress 1954 to 1959 Approx. 
Kansas, North and South Dakota Top experien e il na. Complete coverage ot all if ibber, Chain, $120,000-$140.000 (ood Lease with renewal — 
tools, builders hardware, cutlery, et Best of refer Mail Order. Premium and Volume Retailer ac- Inventory approx. $30,000 plus ee Offer £00 
ences, both trade and bank counts in Southwest. eplies confidential Write for 30 days @20% below my cost rite 
Write Box P-i!, ¢/o HARDWARE AGE Box P-30. c/o Harwpare Ace, Chestnut & 56th Box P-26. c/o HARDWARE AGE 


Chestnut & 56th Sts., Philadelphia 39, Pa “ts., Philadelphia 39, Pa. Chestnut & 56th Sts., Philadelphia 39, Pa. 





IEW J IG “MODELING. 
Complete, Consistent and Conscientious Cover- NEW BUILDING OR REMODEI 


We can help you. We assist you to deter- 






























































BELIEVE IT OR NOT. — bons ans Se 
EC oT “WE ‘ToRACTT? each you can buy as few as three dozen brass 
CAN D 5 na ae Sate ATIVIE pen for , he 3 eae key blanks beautifully embossed = your Drow 
open T f ‘ t se etters. 
A A Hardware, Housewares or Garden line for Metro- or gy Fad Pe iletia meee HAZELTON 
Manufacturers representative with office in politan New York and Be ogy 3 c oe CHAIN CO. (manufacturers of key blanks and 
Montreal calling on wholesale hardware trade pores, spr orage ot perrgg ws Pang "Paelien se sash chain), 81 Kemble St., Roxbury 19, Mass. 
in Eastern Canada, requires additional line Peeeles be ecg Excellent Reputation in trade. 
on exclusive basis. Long estoblished and well gg 


A Write Box F-18, o Harpware Ace, Chestnut 
known to the trade. Write & S6th Sts ; Phii: adeiphis a 39, Pa POSITIONS WANTED 
Box P-3!1, ¢/0 HARDWARE AGE 


tn asap sn 9 mu MANAGER, hardware store or hardware de- 

partment of building materials concern. Twenty- 

QUALITY SPECIALTIES or quality line three years’ experience in all phases hardware, 

santed by manufacturers representative now con- roofing, siding, paint insulation, lumber and 

WANT SALES RESULTS?’ We get them tacting Hardware, Paint, Lumber, Builder Sup- mason supply sales. Desire position which pays 

because we concentrate in Michigan, Ohio, Indi ples Stores, Paintin Contractors. Gene ral Con- $8,000 or better. Prefer Connecticut, New York 

ana. Will handle two additional lines—only sion oe Industrial Maintenance. Based in Pitts- State, Massachusetts, or Colorado. Age 41, mar- 

highest grade considered. Write Box A-10, c/o burgh, Pa. Full time if volume warrants. Write ried, two children. Resume on _ request. Write 

Harpware Ace, Chestnut & Séth Sts., Philadel Box P-29, c/o Harpware Ace, Chestnut & 56th Box P-10, c/o Harpware Ace, Chestnut & 56th 
a oS Sts., Philadelphia 39, Pa. Sts., Philadelphia 39, Pa. 














Here is the inventory sheet you helped to design 


Inventory counting simplified 


with these new sheets 


We asked hardware dealers what they wanted sheets. Over 500 sheets, $1.10 per 100 sheets. 
in an inventory counting and record form. Their Overall size of sheets: 914 x 113, in. 
Aan titans De Po. ae Yellow sheets, Form CC401, have 36 listing 
lines on each side on high quality yellow paper. 
Listings include: article name, unit, cost price, 
unit, cost extension, percent discount or deprecia- 
tion, amount of loss taken. Prices, postpaid, are: 
$1.75 per 100 sheets up to 500 sheets; over 500 

Inventory sheets come in two styles—white and sheets, $1.50 per 100 sheets. Overall size of 
yellow. Both types are ruled to permit use of sheets: 10 x 154% in. 
typewriter (double-spaced) without adjusting Make your inventory taking easier this year 
machine. All sheets are punched for loose-leaf by ordering a supply of these new forms now. 
binders. Please send check with order to HARDWARE AGE. 

White sheets, Form CC402, have 25 listing Chestnut & 56th Sts., Philadelphia 39. Make 
lines on each side, on good bond paper. Prices, check payable to HA Reader Service Dept. Spec- 
postpaid, are: $1.35 per 100 sheets up to 500 ify color or Form Number. 


Thousands of dealers have used HA Inventory 
Records in the past, because they are practical 
and easy to use. The revised forms will make 
vour inventory taking even easier. 
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Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and not as a-part of the advertising contract. Every care is 
taken to index correctly. No allowance will be made for errors or failure to insert. 


A G N T 


Ajax Wire Specialty Co. Goodell Co. New Home Sewing Machine Tap-A-Line Mfg. Co. 
Ames Co., O. Gries Reproducer Corp. Co. 52 
Armco Steel Corp. 

Sheffield Div. H Turner Corp. 


p 
Atlas Tack Corp. Hoppe Co., Frank A. 
Hyde Mfg. Co. 7 Parker Hardware Mfg. U 
C Corp., S. 
Campbell Chain Co. 50 | Pioneer Gen-E-Motor Corp. Uliman Devices Corp. 
Carter Industries _. - 45—sdnteernational Salt Co., Inc. United States Steel 


Champion Brass Mfg. Co. 6! K R Cyclone Fence Dept. Amer. 


Clemson Bros., Inc. 49 Red Devil Tool Steel & Wire Inc. 


Columbian Vise & Mfg. Co. 6 Keil Lock Co., Inc. Ridae Too! Co. Upland Industries, Inc. 


Cyclone Fence Dept. Amer Kester Solder Co. Rival Mfg. Co. 


Steel & Wire Div. M Ww 
United States Steel 


Tec Imports 


Marshalltown Trowel Co. S Wessel Hardware Corp. 

May Ma-Crepe Co., D. C. Sheffield Bronze Paint Corp. 61 Woodhill Chemical Co. 
Dow Chemical Co. - Mayes Bros. Tool Mfg. Co. Sheffield Div. 

Dykem Co. McCulloch Corp. ) Armco Steel Corp. 53 

: Miller Co., Inc., Robert E. Skil Corp. .. 54-55 

Minnesota Mining & Mfg. Co. Slaymaker Lock Co. | Yale & Towne Mfg. Co. 

Fuller Tool Co., Inc. 47 | Molly Corp. Standard Screw Co. 18 Lock & Hardware Div. 
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Want more facts? ZN 139, p. 35 
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Furniture Rest — Pintle Type 


2 j mt -ROOe, cary ¥ 
— . ~~ ee we, ; a _ | 
| : ‘*., fe .. i : DOMES ——— Set - — a 
% 4 ee. gi ; paar eo ay = ee ons. * rs rr . DOMES - 3-co or ox R 
—_ = Sf im... 12 Boxes in Tube! . ‘Slide 
RUBBER CUSHION GLIDES . a3 a wy 1%", he “ive” . Upholstery Nail 
| Wonderful for all wood \ @a@jm. Feces 5 , 1 4" E> 


and metal furniture. 


Glide softly, silently SILERG —— 

Rubber smoothly. Set of 4 on pts fe, 
Crutch Tip Bakelite Furniture Rest a 3-color card. 6 Sizes, ' ; 
oe”, %”, 1%, 11/16", 1%”, 1%". 


Fe PROMPT SHIPMENT (=== all 
ee | , Ask your jobber, if he is not supplied, write af oo 


Suna prams —— ROBERT E. MILLER & CO., INC.. Tom Tach | “Gesnin Gite | 'Seeeg Tipe 
onopoint lide eine te 35 Pearl St.. New York 4, N. Y —— 
s © ~ 
Want more facts? Circle 140, p. 35 
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MAKES HUNDREDS OF JOBS EASIER and faster. Your customers will use Dragon- 
Skin on holder or as plain sheets—in the hand or wrapped around scrap wood 
to make special tools. Cuts easily with scissors. 


DRAGON-SKIN PRINCIPLE: CUTTERS 
NOT GRITS. Steel sheet is punched 
to form thousands of cutters that 
carve away work—smoothly, evenly, 
quickly. There’s no gouging. Balanced cutting action means Jess scratching than 
similar-grade abrasive paper. No clogging—one slap clears away chips and dust. 
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EYE-CATCHING DISPLAY BOX is colorful, 
compact, offers Dragon-Skin complete 
with holder and in individually-packaged 


# e @ sheets. Get fast extra sales by putting the 
= individually-wrapped units in your win- 
e dow or bins. Perfect for peg-board or 


counter, too. 
New Steel Sandpaper Sells on Sight 
.-- Outsells All Predictions 


“I move a display box in 4 or 5 days. . . have to order 6 or 7 cartons 
a week,” says one West Coast dealer. “Re-ordered 4 times in about 2 months,” 
says another. And a Midwestern retailer reports: “Dragon-Skin is one of the 
best turnover items I’ve ever stocked ... it all but leaps off my counter!” wew gs sANDING BLOCK with hard flat 


Why? Because Dragon-Skin is an “all appeal” item. It’s an easier, faster oe a bmn a — 
way to sand, rasp, shape and smooth hard and soft woods, plastics, soft ©” Ober side. Single Tever stmultancous'y 


j , . se clamps both ends of 3” x 9” Dragon-Skin 
metals. It zips off old paint. It won’t clog like sandpaper. And, it’s priced = gpget Ideal with paper, cloth or metal- 
for fast “pick-up” buying ... 75¢ complete with holder, 25¢ for single sheets. _ backed abrasives too! 

° ‘ wy ? ta EES MAIN Is ME SRR 
Pictures on this page show why handy, | 5 WAYS TO CASH IN ON Your 
versatile Dragon-Skin can set your DRAGON-SKIN Selling Your 

h ister ringing, too. Check a 
casn register ringing, too. your A21 Counter Merchandiser—'/2 doz. Red Devil $6.00 
stock—and call your Red Devil jobber, 9-S Holders each with 4'4x5 sheet of Dragon- 
Skin plus 42 doz. individually boxed sheets 
Dragon-Skin—No. DS-1. Weight: 3 Ibs., 8 oz. 
"A nae tecseen: on No. 98S — Display box of 1 dozen Red Devil $ 75 . .30 
POPULAR 3 9-S holders each with 1 sheet Dragon-Skin. 
F MECHANICS Weight: 5 Ibs., 13 oz. 


DS1— Display box of 1 dozen individually $ 25 : .10 
boxed sheets of Dragon-Skin—No. DS-1. 
Weight: 1 Ib., 6 oz. 


DS7 — full size 9° x 11” individually packaged $ 89 d 36 
sheets 1 dozen in display box. 


DS4 — 13-sheet size for oscillating sanders in- $ 50 30 .20 
dividually packaged, 1 dozen in display box. 


DS10 — 3° x 9” individually packaged sheets $ .30 18 12 
h to fit Red Devil No. 8 and competitors’ sand- 
Full-column ads in color throughout 1960 pro- e ing blocks. 


mote Red Devil Tools to the 5 million pur- ‘ pee som ypneang — bane yc above) $1.89 8 §=6$1.13 $ 76 

: complete with one sheet agon-Skin. 
sof POPULAR MECHANICS — : ¥2 dozen in box. $1.59* $ .95* $ 64* 40% 
n om 
plus many more millions of pass- 
along readers. 





* Introductory Special—limited time only 


Rad Devil Toots. uo... 


World’s largest manufacturer of painters’ and glaziers’ tools—Since 1872. 











